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+ f REFRIGERATION 


...reborn a bouncing baby in 1958 
...already a problem child in 1961 
That's the question the 

trade must answer as it 

faces up to an unpleasant 

fact—since the rebirth of 

the gas unit in 1958, the 

industry has not moved as 

many pieces as Servel alone 

in 1950. For how the indus- 

oid try will tackle the problem 


see page 2 


















An American in Paris? That’s EM Week Editor Laurence Wray. For what he’s doing there and what he said..... see page 2 
What does the UHF hassle mean to you? Nobody knows for sure. Here’s what experts think may happen.... see page 4 
What are those supermarkets up to? Here’s how—and why—they’re adding housewares and appliances...... see page 7 
Are price cuts coming in white goods? We're afraid so, said the dealers we talked to across the country.... see page 8 
Can a dealer chop a utility down to size? In Peoria, even “the man with the axe” is having trouble........... see page 8 


How to train a salesman? It’s simple. Just turn to this month’s installment of our exclusive SalesTalk series.. see page 18 
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STRAIGHT FROM 
WASHINGTON 





THE NEW MINIMUM WAGE BILL will have only minor 


effects on appliance retailers. The measure ap- 
proved by the House Labor Committee sets a 
$1 million sales base for additional coverage of 
employes. Fewer than 5% of all appliance deal- 
ers do such an annual volume. 

The bill originally introduced by Rep. James 
Roosevelt (D.-Calif.) called for inclusion of 
retailers doing a gross annual business of 
$250,000. Recognizing the special needs of small 
businessmen, the full-member Labor Commit- 
tee went along with a subcommittee proposal 
to change this to $1 million. 

Chances of approval of a bill of this type are 
good. For those employees presently covered, the 
minimum would go to $1.15 an hour in four 
months and $1.25 two years later. For newly 
covered, the minimum would be $1.00, rising to 
$1.05, $1.15 and $1.25 in successive years. 

A special exemption of interest to appliance 
dealers is that granted for full-time students 
who work part-time in retail or service estab- 
lishments. They are not included—provided that 
they do not fill jobs regularly performed by 
full-time employes. = 


TRADE FIRMS ANTICIPATE A 4% SALES RISE this year 


over 1960, according to the latest survey of the 
Commerce Department and the Securities and 
Exchange Commission. This includes all whole- 
sale and retail categories. 

The Commerce-SEC survey agrees with state- 
ments by Walter W. Heller, chairman of Presi- 
dent Kennedy’s Council of Economic Advisers, 
that a business upturn seems in the making by 
mid-year. But Heller warns that the upswing 
may be mild, leaving the U.S. still in a busi- 
ness drag. 

To overcome this, Heller—and more signifi- 
cantly the President—have asked Congress to 
stimulate the badly lagging housing industry. 
The sharp decline in housing starts and sales 
is one of the chief reasons, of course, for the 
sales decline in appliances and home furnishings. 

Heller does not go along with the general 
view that the housing market is so glutted it 
will not respond to lower interest rates. He says 
these have not fallen as sharply as they should 
have, in view of economic realities. 

The Kennedy housing program is aimed at 
special markets, many of which have been neg- 
lected by builders in their search for greater 
profits. Generally, it would stimulate construc- 
tion of lower-income housing, homes for the 
elderly, public housing projects and urban re- 
newal programs. : 

The administration will take another search- 
ing look at the economy in another month or so 
to determine the advisability of seeking tax cuts 
for individuals as a business stimulant. The 
current feeling is they will not be necessary. = 








COVER STORY: GAS REFRIGERATION 


How Long Before 


The gas refrigerator is in trouble. 

Not deadly serious trouble, but 
enough to make manufacturers, util- 
ity men and dealers realize what kind 
of tough selling job lies ahead. 

Big question now is: Will even the 
hardest sell really work? 


Sales figures aren’t rosy. In the three 
years since Whirlpool turned out its 
first gas box, the industry has not 
sold the 300,000 units Servel did in 
peak 1950. 

Based on advance forecasts, 1960 
should have been a good year for 
gas refrigeration. Some early bugs 
had been eliminated, the product was 
gaining consumer acceptance and 
promotion-minded Norge was about 
to join Whirlpool in the field. In- 
dustry and utility men—the ones who 
should have known—pegged 1960 as 
a 50,000-unit year. 

Actually, 1960 sales were under 
30,000 units—probably more in the 
neighborhood of 28,000. Whirlpool 
sold 20,000 to 24,000 boxes, some of 
them leftovers from 1959, with late- 
entry Norge picking up the rest. 


Some reports were grim. The industry 
thought it saw a bright spot when 
Sears began test-marketing gas re- 
frigeration last summer. The bright 
spot faded a few months later when 
the mail-order giant abruptly can- 
celled its program, complaining, “We 
got traffic, but couldn’t make sales.” 

Dealers, too, found sales sluggish. 
In 1948, back in Servel’s heyday, Chi- 
cago area dealers moved 4,000 gas 
boxes. Six windy city dealers—in- 
cluding Sol Polk—moved only 42 
units last year. 

Even utilities—the only people 
with money and men enough to really 
create a market for gas refrigerators 
—had troubles. Chicago’s Peoples 


Gas sold 1,200 units in 1960—but 
spent $100,000 doing it. Other utili- 
ties spent proportionately as much, 
didn’t do that well. 


The basic problems are clear: 

1. Prices are too high. Whirlpool’s 
14-foot box lists for $699; Norge’s 
11-foot model, for about $500. “That’s 
$200 too high,” says a Sears official. 

2. There aren’t enough models 
Whirlpool and Norge each offer one 
basic model with ice-makers as op- 
tional extras. “But we need stepups,” 
declares Harold Snyder of Northern 
Indiana Public Service Co. ‘‘We have 
to sell up to a $700 box and we don’t 
have the line to do it.” Big city utili- 
ties want an 8-foot box for apartment 
customers. 

3. The old Servel market had evap- 
orated; a new market has to be cre- 
ated. “‘We’re paying the penalty for 
losing our market,’”’ Peoples Gas Vice 
President B. H. Wittmann observes. 
“When you do that, you have the 
devil’s own time getting it back.” 

4. Timing was bad. Whirlpool’s 
1960 model came out in July, while 
Norge, hampered by slow shipment 
of its Swedish-built units, didn’t 
break into the market until late sum- 
mer. 

“Whirlpool had a good product,” 
a spokesman for the American Gas 
Assn. points out, “but it was intro- 
duced at the wrong time. You don’t 
introduce your new line at the peak 
of the selling season.” 

From Whirlpool’s George Stevens 
comes the answer, “You introduce 
your line when you have it.” 


There was praise for utilities—but 
some sniping, too. Manufacturers 
brought out gas refrigerators to sat- 
isfy utility demands for an all-gas 
kitchen. “The box has no profit for 
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IN PARIS LAST WEEK 
IT LOOKED LIKE THE 
UNITED NATIONS AS... 


Appliance Men 
Stage Their 
Own Summit 


ELECTRICAL MERCHANDISING WEEK 


| 


U.S. SPOKESMAN, EM Week’s Laurence Wray, explains appliance marketing here to. . 


The setting was Paris’ mammoth 
new Palace of Industry and Tech- 
nology. 

The occasion was France’s annual 
Household Arts Show. 

The audience consisted of manu- 
facturers, dealers and wholesalers 
from all over Europe. 

And the subject under discussion 
was the appliance industry. 

As speakers representing the ap- 
pliance industry in seven nations 
took their turns at the microphone, 
the attentive audience concentrated 








It Catches On 


us,” says Norge’s Harold Bull. 

But everyone—including AGA— 
admits utility support has_ been 
spotty. “It’s true not all utilities have 
been pushing gas refrigeration,” says 
the AGA official. “But more and 
more are coming in all the time.” 

Stevens adds, “Lots of utilities 
didn’t do as much as we had thought 
they would.” 

And without utility money and 
promotional power, gas _ refrigera- 
tion can’t get off the ground. 


Dealers aren't enchanted with gas re- 
frigeration. “It’s just standing still,” 
snaps one. “T’ll stick with it but I’m 
not happy.” 

Chicago’s Steve Benzik worked 
hard; sold only 10 to 12 boxes last 
year. “I had two boxes on the floor 
stocked with food,” he explains. “I 
dropped gas literature in every piece 
of mail I sent out. It helped some, 
but not much.” 

Southern California dealers did 
fairly well with gas—but largely, ac- 
cording to trade sources, because 
non-merchandising Southern Cali- 
fornia Gas spiffed heavily. But an 
executive of another utility com- 
plains, “Dealers here have shown no 
interest in selling gas refrigerators. 
It’s easier to sell electrics so they all 
sell electrics.” 


Distributors drew fire from all sides. 
“They’re not enthusiastic about gas,” 
a dealer charges. “‘They don’t come in 
with fire in their eyes.” 

An AGA official observes, “Utilities 
are ready, willing and able to do a 
job. Then they go to the distributors 
and the distributors turn them off.” 

A distributor agrees—and tells 
why. “When I sell an electric box, 
that’s it. When I sell a gas box, they 
(dealers and utilities) want my 


salesman to spend a week on their 
floors working for them. It’s hard 
enough selling gas and I can’t spare 
my men.” 


Sears was the shocker. Until last sum- 
mer, an industry credo was, ‘““When 
Sears starts selling gas refrigera- 
tion, we’re in.’”’ It remained an in- 
dustry credo until Sears did start 
selling gas refrigeration. 

One industry source claims Sears 
ran a six-week test in one market, 
sold just six units. True or not, test 
results were poor enough to make 
Sears back away from gas refrigera- 
tors. 

“We ran full-page ads and got 
traffic,” a Sears merchandising man 
explains. “But sales were poor.” 
Sears sold the Whirlpool-built unit 
for $599; found the price just too 
high. “A lower price might get us 
back in the market,” the merchan- 
dising man says. “Around $400 is 
what the price ought to be.” 


Manufacturers, of course, agree. Long- 
er lines and lower prices are the an- 
swers to most of gas refrigeration’s 
problems. 

But gas refrigeration is firmly 
hung on. the horns of a dilemma. 

Sales will climb when lines are 
longer and prices are lower. But 
how ean lines: be lengthened and 
prices lowered until sales climb? 

“Sure we need a full line,” a 
Norge man agrees. “But when you 
have only 1% of the market, you 
just can’t afford it.” 


The solution could come from the lab- 
oratory. Whirlpool, for example, has 
shown an 8-foot box to utility peo- 
ple. ‘‘The decision has not been made 
whether the time is right to bring 

Continued on page 9 








on simultaneous translations fur- 
nished through individual earphones 
—thus heightening the impression 
of a real United Nations session de- 
voted to the appliance industry. 

Of special interest, said many in 
the audience, were the observations 
of the American spokesman, EM 


WEEK Editor Laurence Wray. Euro- 
pean appliance men recognize that 
their industries are approaching the 
volume and adopting some of the 
techniques of the longer-established 
American market. They thus listened 
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. . » FRENCH AUDIENCE at marketing seminars which highlighted big Paris show. 


with particular interest to the de- 
scription Wray provided of the 
American market, distribution prob- 
lems, sales training and replacement 
selling. 

The two-day seminar coincided 
with special trade days instituted at 
this year’s Show to create additional 
interest on the part of retailers and 
wholesalers. On March 5 the exhibi- 
tion was opened to the general public 
for a run which will continue until 
March 19. The Show is an annual 
event in France. 
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/MARKET REPORTS 


MIDWEST CLEVELAND—As 
the first signs of spring—warmer 
weather and the Home and Flower 
Show—blossomed here last week, 
dealers were reporting a slight but 
noticeable pickup in sales. 

“Gas ranges were awfully dead 
up until a few weeks ago,’”’ Roy Carl- 
son said, “but now the middle-line 
ranges are doing well.” Dealer Carl- 
son was feeling optimistic about the 
outlook for the rest of the year. He 
has had a spurt starting with the 
end of February, expects it to con- 
tinue and then increase about mid- 
year. 

“We’re definitely picking up a 
little,” reported John Sedlak. He has 
told his staff to concentrate on doing 
a better selling job and quit worry- 
ing about competition. His calcula- 
tions show that it’s going to be a 
good year for Sedlak’s, and he fig- 
ures things will be hopping this 
summer. 

High-end TV and stereo were 
selling well at B&B Appliance here. 
Manager Larry Blumenthal agreed 
that the customers with cash were 
looking for quality above price, but 
that there were many folks hit by 
depressed economic conditions who 
were not buying at all. 

The Home and Flower Show, 
Cleveland’s 18th, was drawing 
crowds, but also, dealers felt, keep- 
ing many prospective customers 
away from the stores. On the other 
hand, dealers were looking forward 
to cashing in by the end of the 
month on the interest in owtdoor 
equipment generated by the show. 


SOUTH NEW ORLEANS— 
“Slow. Mighty slow,” was the phrase 
most appliance dealers were using to 
characterize business here. 

A spokesman for D. H. Holmes 
Co. department store was blaming 
the Cuban situation which has re- 
sulted in less pay for many of the 
city’s port workers. 

A. J. Barto Furniture and Appli- 
ance, on the other hand, was feeling 
the effects of racial troubles. Freez- 
ers and refrigerators were way off 
last year’s levels, although TV (both 
portables and color) were the store’s 
best sellers. 

Jerry Lipscomb of Lipscomb Ap- 

pliances said the reason for the in- 
creasing sales of color TV was the 
Mardi Gras. Parades of this year’s 
pageant were televised in color, and 
many stores tied in with their own 
promotions. 
. . . MIAMI—Dealers and distribu- 
tors here were still trying to un- 
ravel facts about a spectacular bank- 
ruptcy case which is leaving a trail 
of rumors from New York to Ge- 
neva, Switzerland. 

About three years ago, Alfredo 
Zayden set up shop in Miami and 
since then his six-store appliance 
chain has been a flamboyant promo- 
ter. On Feb. 12, for example, the 
chain announced a gigantic sale in 
a special one-page supplement in a 
Sunday paper here. 

But 10 days later some of Zay- 
den’s suppliers were getting anxious 
about payments. Armed with writs 
of replevin, two of the wholesalers 
began to repossess their merchan- 
dise. They were in for a big sur- 
prise. 

Zayden was no longer in Miami. 

Much of the merchandise the 
creditors were looking for was gone. 








Some of it had been shipped to a 
Brooklyn, N.Y., pier, and much of 
that was on a ship bound for Hon- 
duras. 

Some had gone to Puerto Rico, 
where Zayden had an outlet and 
where his creditors suspected he 
could be found. 

Still more was located in Nassau 
in the Bahamas and in New Orleans. 

Nobody knows where Zayden is, 
although he was last heard from in 
Brussels, Belgium, and was reported 
on his way to Geneva. 

His creditors—Chrysler Airtemp, 
Southern States Distributors, H. A. 
Caesar and Co., G-E Credit Corp., 
and Emerson Radio—claim their 
losses total nearly $1 million. 

How much merchandise will be 
recovered is still anybody’s guess. 

But one thing is sure. The name 
of the big sale which coincided with 
all the uproar—‘Operation Zayden 
Blast-Off”—was ironically apt. 


WEST .. . CHEYENNE—Optimism 
was reigning here last week as deal- 
ers totaled sales for the first two 
months of 1961 and found them even 
with or slightly higher than last 
year. 

Laundry equipment and TV have 
been moving particularly well and 
some dealers reported happily that 
refrigerator sales have been sur- 
prisingly strong for the winter 
months. 

Fred Nylander, a commercial 
manager for Cheyenne Light, Fuel 
and Power Co., said a recent five- 
page newspaper supplement and 
radio-TV spots promoting laundries 
had paid good dividends to area, 
dealers. Separate washer-dryers 
moved better than combos in most 
cases. 

Lyle Harsch, manager of Ranchers 
Appliance Co. and Maytag-Westing- 
house dealer, however, reported that 
his combo sales were showing gains 
over previous years. His February, 
sales were up across the board. 

In TV, both the replacement and 
the second-set markets were cited 
.for good business. Harsch as well as 
Hotpoint dealer Paul Fintus of Au- 
tomatic Electric Co. estimated the 
95% of TV sets sold were replace- 
ments. Other stores, like The Elec- 
trical Center, said much of their TV 
sales went to families who wanted a 
second set. 

The tight money situation was re- 
vealed by Harsch who said, “We’re 
doing a lot of service work this 
year. That indicates people are hold- 
ing on to their money and repairing 
appliances which normally would be 
replaced.” 

Dealer Nylander said his deluxe 
and frostless refrigerators were set- 
ting the pace for his store. Electrical 
Center reported that small appli- 
ances, especially broilers and steam- 
ers pushed by jobbers and whole- 
salers, were its best sellers. Dealer 
Fintus saw good signs in his in- 
creasing dishwasher sales. y 

Les Harnish of B. Davis Furni- 
ture Co. complained that his Feb- 
ruary sales were down after the 
best January in the history of the 
store. 

In general, Cheyenne dealers were 
anticipating a good 1961. One rea- 
son: Construction on Atlas missile. 
sites in the area was expected to 
continue at full blast during the 
summer months. 


EM WEEK 
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AHEAD 
IN THE NEWS 


PRESIDENT KENNEDY VOICED OPPOSITION to impend- 


ing May 1 boycott of Japanese electronic com- 
ponents by Chicago local of International 
Brotherhood of Electrical Workers (EM WEEK, 
March 6, page 8). Congress has set up methods 
to protect hard-hit industries, he said, and 
workers are not always able to judge national 
and international needs. * 


IMPORT POT KEEPS BOILING this week as Frank 


Darling, president of above boycotting union, 
takes his case to Commerce Secretary Luther 
Hodges tomorrow. Also in Washington, H. B. 
McCoy, president of the Trade Relations Council 
tells spring meeting of Electronic Industries 
Assn. of the “Legislative Outlook for Import 
Controls” Thursday. * 


N. Y. DEALERS WILL HAVE TO TELL MODEL YEARS of 


brown goods and majors they offer for sale if a 
state assemblyman’s bill makes it through the 
legislature. Republican Francis P. McCloskey’s 
bill would require dealers to reveal model years 
in ads, tag model years on merchandise. It was 
reported out of committee in the Assembly. The 
outcome is important, because New York State 
bills have set national precedents before. * 


WHAT BEN ABRAMS WILL DO FOR TELECTRO now that 


Emerson Radio has an option to buy a control- 
ling interest in the tape recorder producer 
(which cost $800,000 in 1960), will be decided 
at a stockholder merger meeting this month. 
Plans include retaining Telectro name as prod- 
uets go through Emerson distribution. ® 


TRANSISTOR RADIO FLOOR PRICE MAY BE CUT OUT 


by Japanese in April, MITI Minister Etsusa- 
buro Shiina told Diet. Today’s rate on six- 
transistor radios is $11, but going price is closer 
to $7. Current agreement expires March 31. 
Good guess is that MITI won’t abolish floor price 
without reserving some other means of control- 
ling export price (for example, tightening up 
quota system when it’s renewed in June). 
Elimination of the check price could mean a 
slight savings on duty prices for U. S. importers, 
but figures to have little effect on retail prices. = 


QUOTA FILLED—IN LESS THAN FOUR MONTHS. The 


1961 stainless steel flatware quota of 69 million 
pieces (under 10.2 inches long, less than $3 per 
dozen) set Nov. 1 was filled by mid-February. 
How so fast? Importers hold goods in ware- 
houses till new quota is set, then, to take advan- 
tage of lower duties, release them all at once. 
They pay higher tariff on post-quota dozens and 
do: In 1960, we imported 10,236,260 dozens 
worth $9,102,070. Of that, 9,477,894 dozens 
worth $8,193,506 came from Japan. * 
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The card above is the gimmick in Gibson’s upcom- 
ing numbers game promotion—a legalized national 
sweepstakes, designed to pull traffic into dealer stores 
during a slow spring. To get a chance on $200,000 


worth of appliances, consumers fill out card—which 
will be inserted between Gibson’s ad in the April 
21 edition of ‘‘Life’-—and drop it off at a Gibson 
dealer’s store. How many lucky numbers? 500. 





UHF Ruckus—The Next Step 


Soon—very soon—Congress will 
get the new Federal Communications 
Commission bill to force the produc- 
tion of all-channel television re- 
ceivers. 

The FCC, which is currently 
drafting the legislation, already has 
its sponsors lined up. In the Senate, 
either Warren Magnuson (D-Wash.) 
or Frank Pastroe (D-R. I.) will 
make the introduction. Rep. Oren 
Harris (D-Ark.) will sponsor the 
bill in the House. 


The next move: Hearings. The FCC 
wants hearings this year and is 
going to get them. Senator Magnu- 
son has promised the commission 
speedy action on that. 

What the hearings will prove is 
impossible to foretell. But it is al- 
most a sure thing that some opposi- 
tion to the bill is going to grow in 
Congress when it hears that the pub- 
lic will have to pay about $30 more 
than the current price for sets 
equipped to receive UHF and VHF. 


The growing feeling among manufac- 
turers. however, is that some UHF 
is almost inevitable. And perhaps, 
some argue, the long-range effect 


will be to speed obsolescence and 
boost industry sales. 


Westinghouse’s action may be the tip- 
off on the industry’s next move. That 
company’s new line, scheduled for 
May introduction, will be equipped 
with an all-purpose tuner which per- 
mits reception of four UHF chan- 
nels as well as existing VHF chan- 
nels. Don’t be surprised if other set 
makers take the same step. 

What the manufacturers fear is 
that sales will be hurt by the whole 
ruckus. “The public doesn’t under- 
stand this entire business,”’ thumped 
one executive, “and there’s_ not 
enough money in the world to tell 
them the story.” And set makers are 
unhappy about the prospect of being 
told what to produce. 


Dealers will have to sit tight for now. 
The coming battle will be fought at 
high levels and, more importantly, 
legislation is at least a year away. 


One positive suggestion: An industry 
executive believes you should start 
referring to sets equipped with con- 
tinuous tuners for UHF-VHF recep- 
tion as “all-channel” receivers. 





Japan’s Portable TV: On Again 


The transistorized portable is like 
the weather. The set has been talked 
about, but nothing has been done 
about it ever since every major 
Japanese electronics manufacturer 
brought out a prototype in 1958. 

Now with two exceptions—Del- 
monico International and Sony—pros- 
pects for imports are still slim, 
Japanese manufacturers told Mc- 
Graw-Hill World News in Tokyo. 
Here’s a look at the current situ- 
ation: 

e@ Delmonico will start delivering the 
8-inch portables, made by Nippon 
Victor, in 60 days. “Victor told us 
the bugs are completely out,” ex- 
plained Delmonico President Al 
Friedman. “They told us we could 
sell them with confidence.” The sug- 
gested list: $199.95. 

e Sony is also on the verge of get- 
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ting into the market and may have 
sets ready in 60 days. 
@ Matsushita, which is producing 
2,000 units monthly, is “not ready 
yet” for the U. S. market, explained: 
Ray Gates, sales manager. In 
Tokyo, the Matsushita set sells for 
$248.61, including a _ rechargeable 
battery, $216.66 without. 
@ Toshiba has halted production 
plans. Richard Stollmack, head of 
Transistor World Corp., U. S. outlet 
for Toshiba, feels a better battery 
must be found. 
e Hitachi is holding back, too. “We 
don’t want to manufacture anything 
for export that doesn’t sell well in 
Japan,” a company spokesman said. 
Behind the hold-up for most man- 
ufacturers: (1) price; (2) the bat- 
tery and (3) lack of service organ- 
izations in the U. S. 



















YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


RIGERATOR 


... a refrigerator in “paper form’. And, at Whirlpool, 
this is where quality performance begins . . . not only 
in refrigerators but in each of the RCA WHIRLPOOL 
home appliances. From the first pencil mark on the 
drafting board, all the way through crating at pro- 
duction line’s end, quality is our constant goal. 
Reams of blueprints become stacked high . . . every 
detail is worked out to the nth degree . . . every 
phase of design developed and then an actual work- 
ing model is made. Next comes rigid testing, correc- 
tions, mechanical improvements, re-testing and pro- 
duction planning. During manufacture, for example, 
every refrigerator receives 1,252 inspections. All 
with the eventual user foremost in our minds. We 
want her to be so satisfied, so delighted that she’ll 
become your best salesman to all of her friends, 
neighbors, relatives. That's why we say, “Your 
greatest asset is our quality performance!” 
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Manufacturer of RCA WHIRLPOOL Automatic Washers e« Wringer Washers e Dryers « Washer-Dryers e Refrigerators e Freezers 
ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 
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You Don’t Need 
A Lot Of Space 
In A Bath Shop 


The bath shop is one of the big- 
gest profit makers in the housewares 
department. If you’ve toyed with the 
idea of carrying hampers, cabinets, 
toilet seats, stools, shower curtains 
and bathroom hardware, but were 
scared off because you thought you 
didn’t have enough space, take a look 
at what can be done with displays 
in tight quarters when you use a 
little imagination. 

The photos at the right show bath 
shop displays in the branch units of 
two New York department stores, 
Sterns’s and Bloomingdale’s. Using 
a minimum of space, the displays of 
both stores are distinctive and un- 
cluttered. A diminutive setting 
(right), using a shower curtain and 
a towel as colorful backdrops, high- 
lights a select number of bath goods. 
Storage cabinets under display (far 
right) solve the stock problem. 





Display booth at Stern’s Great Neck, N. Y., branch gives uncl 





uttered view of bath shop goods. 





Is It Time To Re-Set 
The Clock Business? 


The answer is an emphatic “yes” 
as far as Sunbeam is concerned. 

Alarmed by merchandising trends 
that promote price “to a degree that 
transcends almost everything else,” 
Sunbeam decided last year that it 
was time to take another look at 
what makes the clock business tick. 

Oliver L. Niehouse, energetic Sun- 
beam clock manager, took sales and 
research teams to 50 major cities for 
“informal” talks with distributors, 
dealers and department store buyers 
to try to learn why industry sales 
have been relatively slow for the 
past three years. But that wasn’t all 
they did: To discover just what con- 
sumers wanted in clocks, they held 
“homemaker preference” panels in 
high traffic areas—restaurants, su- 
permarkets, and department stores 
—throughout the country. 

Here’s what they learned: 


Price promotions must go. “Every- 
body—distributors, dealers and buy- 
ers—have gone overboard on price 
promotion,” Niehouse rapped. “It’s 
almost to the point where everyone 
—on every level—is about to forget 
why he’s really in business.” He 
pointed out that clock merchandis- 
ing attitudes must be overhauled 
and the widespread “deals” and 
“spiffs” that overshadow active mer- 
chandising discarded before the 
clock industry can cure itself of the 
malnutrition of price promotion. 


“Manufacturers must shoulder the 
blame for the price plague that’s 
spoiling the industry,” explained 
Niehouse. “I’m critical of the way 
the whole industry has handled the 
price problem. We’ve ignored it 
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completely and, if we continue to 
hide our heads,”’ he stressed, “we'll 
find ourselves well on the way to ob- 
livion.” 

But plummeting prices isn’t the 
only problem for the clock industry. 


Intra-store politics can be major road- 
blocks to effective clock merchandis- 
ing on department store levels. “In 
too many cases,” the clock manager 
complained, “we found that buyers 
from one department (housewares, 
for instance) would refuse to stock 
a particular clock if another depart- 
ment showed interest in it. Nobody 
expects two departments to stock 
two identical lines, but some over- 
lapping is sometimes necessary and 
often advantageous. Some depart- 
ment stores carry intra-store poli- 
tics one step further; a clerk will 
sometimes refuse to refer a custo- 
mer to another department if she’s 
unable to sell a specific clock.” 


What about answers? Sunbeam thinks 
that the industry must give more at- 
tention to design and meeting con- 
sumer tastes before it can hope to 
realize the full profit potential of 
clocks. In the decorative and design 
aspects of clocks, Sunbeam’s test 
program learned that the industry 
is “years behind’ consumer wants. 

“Everybody in the buginess knows 
that a little under 65% of the 8.3 
million units sold last year were 
alarm clocks and that most of them 
were in the low-end, price-infected 
catagory,” emphasized Niehouse. 
“And everybody knows how fashion- 
minded women are, but the industry 
couldn’t or wouldn’t believe that 
fashion and design could be carried 
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Sunbeam’s O. L. Niehouse (left) and R. D. Maher discuss clock marketing plans. 


into the low ticketed lines.” He 
pointed out that because an alarm 
clock is functional is no reason why 
it couldn’t be decorative as well. 
The answer for Sunbeam is to 
bridge the “fashion gap” and make 


functional clocks more decorative 
and decorative clocks more func- 
tional. 


Upgrading the low-end alarms as 
well as expanding decorative clock 
functions, says Sunbeam, will in- 
crease profits in the industry’s dis- 
eased low-end anatomy as well as in 
the decorative high end. 


Sunbeam’s solution is to pre-test all 
clock design and styling with con- 
sumers before going into final engi- 
neering. “It can become the most 
important clock merchandising ap- 
proach of the decade,” Niehouse 





ELECTRICAL MERCHANDISING WEEK 


forecast. 

But that isn’t all. Sunbeam’s new 
ad approach will define clock func- 
tions in relation to decorative 
themes and colors. The ads will be 
single-space insertions of editorial- 
type copy in consumer magazines 
and newspapers; they’ll “explain” to 
women how they can dress up a room 
with a clock, make it a focal point 
and achieve an effect at a low cost. 

A new line of consumer-tested 
clocks—four models—is in the pipe- 
lines now and should reach retail this 
month. Sunbeam plans to market new 
models whenever its continuing pre- 
testing program shows a need. “This 
will help us keep abreast of trends 
in home decor and market clocks that 
are priced right, styled right, and 
field-tested to make sure that: they 
sell right,” Niehouse concluded. 
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wall area at Bloomingdale’s, Fresh Meadows, N. Y., are dressed up with bath items. 











Supers Do Thrive, But 
Not On Bread Alone... 


An increasing number of super- 
markets, particularly the med um- 
sized chains, are developing a real 
taste for discount-priced housewares 
and other non-foods. 

This has led many supers to open 
separate and substantial discount 
operations along with their regular 
food business in new units or to 
expand housewares departments in 
existing quarters. Most of the action 
is taking place in the new stores. 

The latest of the chains to get 
into low markup discount selling is 
Jackson’s Supermarkets, Titusville, 
Fla., group, which a couple of weeks 
ago opened separate Thrift Discount 
Centers in four of its units. Com- 
pany head Julian Jackson said then 
that markups in the new depart- 
ments would not exceed 25%. 

One of the staunchest promoters 
of this trend toward discount selling 
in supers is Jack Gold, executive vice 
president of S. M. W. Buying Syndi- 
cate, Inc., a national resident buying 
office specializing in non-foods and 
catering to 80 supermarket chains. 


What’s behind the trend? According 
to Gold, supers are becoming the old 
one-stop general merchandise store. 
Chains are merely broadening their 
coverage by adding housewares and 
non-foods. Some food chains even 
display color TV and major appli- 
ances alongside canned soups and 
packaged bread. Non-foods today ac- 
count for 5% of the $40 billion retail 
food business and the percentage is 
climbing rapidly, according to Super- 
Market Institute. 

Another reason for the trend is 
direct and sharp competition from 
discount houses, department stores, 
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drug and variety chains, which have 
added food to boost traffic. 


How do discount supers operate? They 
devote one-third of their floor space 
to non-foods (housewares take a 
third of the third). Stores are shoot- 
ing for 20% of their total volume in 
non-foods, based on 8 turns a year 
with a gross profit of 28. How does 
this compare with what non-discount 
supers are doing? While the gross 
profit is about the same, at most 
15% of floor space is for non-foods, 
which account for only 7% of total 
store volume. Non-discounters get 
about 6 turns on their wares. 

According to Gold, the new medi- 
um-sized discount supers average 
30,000 square feet, 10,000 of which 
is used for non-foods. There isn’t 
any dividing line between food and 
non-foods sections, but each has its 
own buyer and merchandiser. Fix- 
tures in non-foods sections consist of 
plain tables with step-up tiers and 
some peg boards. There’s very little 
back-up inventory; merchandise is 
stored on the floor where possible. 

Here are some of Gold’s rules for 
selecting and selling discount items: 
They must have consumptive factor 
to insure repeat business; offering 
must be timed right; selling must 
be limited to peak of selling season. 
(A Gold example: Supers in the out- 
door furniture or barbecue markets 
would carry them only from the be- 
ginning of May to the end of June.) 

But most important of all, Gold 
advises, concentrate on “‘choice cuts.” 
It’s been found that green plastic 
garbage cans with black covers ac- 
count for 80% of the plastic can 
market. Stock only those. 
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NEW CORNING WARE items are being developed and 
should be ready for the July Housewares Show, 
R. Lee Waterman, vice president and manager 
of consumer products division, told EM WEEK. 
He declined to elaborate. The Corning executive, 
however, was more talkative on the subject of 
independent retailers. A packed house of the 
New Jersey Housewares Club last week heard 
him say it was “dangerous to go along with 
people who are writing them off as dead.” He 
pointed to figures of the U. S. Census of Busi- 
ness which showed that 90% of all stores are 
single-unit, independently owned _ establish- 
ments, which do 51% of the retail business in 
the United States. ® 


A TOOL CASE GIVEAWAY is the feature of the Cummins 
Portable Tool Hardware Week (April 20 to 29) 
promotion. Tools to be featured in the push in- 
clude a power sander at $14.95, down from 
$19.95; a portable saw at $54.95, down from 

$64.95 ; and a saber-jig saw with six extra blades 

at $29.95. » 


LOOK, MA—NO DETERGENT. Hungry and lazy Ameri- 
cans spent $25 million last year for paper plates. 
It seems that outdoor living—really living— 
means no dishes to wash after those barbecue 
blasts. 2 


DUTCH TREAT. ‘“Flensjes” and “aardappel broodjes”’ 
(crepes and potato rolls to the untraveled) were 
successfully used to sell Royal Dru cookware at 
Hutzler’s Baltimore last week. The Netherlands 
firm sponsored the first of four week-long Dutch 
Cooking Festivals at the store. Similar ones are 
planned for Abraham & Straus, Brooklyn, 
Woodward & Lothrop, Washington, D.C. (April 
10-15) and Wanamaker’s Philadelphia (May 
1-6). Hutzler’s customers were treated to cook- 
ing demos, costumed hostesses and a window de- 
voted to things Dutch. © 


BARBECUE ACCESSORIES AND ARTIFICIAL FLOWERS 
got most attention from housewares buyers at 
the recent New York Gift Show. Riding the 
crest of the outdoor living wave, buyers sought 
and bought serving carts and accessories, cas- 
seroles, and tumblers to beef-up their barbecue 
lines. Manufacturers noted that both attend- 
ance and sales were down slightly from last 
year. » 


MELAMINE DINNERWARE BROKE all sales records in 
1960 according to a recent survey of over 300 
buyers by the Melamine Council. Sales were re- 
ported up 29.9% in housewares departments of 
retail stores; 5.3% in hardware-housewares 
stores; and 29.7% in discount houses. The in- 
dustry enjoyed a total sales increase of 13.1% 
even though the average price of the best selling 
lines fell from $30.19 to $27.50. ® 
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NEW COLOR TV PICTURE TUBE shown this week by 


RCA delivers more brightness—50% more says 
RCA—and sharpens both color and black-and- 
white images through use of higher efficiency 
sulfide phosphors. Called the 21FBP22, tube 
costs set makers $4.50 more, calls for small 
circuitry change, is available (for still more) 
with bonded and reflection-free face plates. In 
own sets, RCA won’t pass along added cost to 
the buyer. * 


ANOTHER COLOR TV ENTRY: Organ Corp. of America, 


Hempstead, N.Y., which plans to show complete 
line in June, will build its own chassis, use RCA 
tube, circuitry. Initial production run of 10,000 
is set, according to Irving Kane, vice president 
for production and promotion of newly formed 
electronics and TV division. Company will use 
two-step distribution, stay out of black-and- 
white TV. * 


EXPORT QUOTA ON OKINAWA TRANSISTOR RADIOS— 


300,000 annually to U.S., Canada—reportedly 
will start April 1. Under strong pressure from 
Japan, which supplies radio parts, Okinawa 
has agreed to accept quota, to discontinue ex- 
pansion of production facilities, to look beyond 
U. S. and Canada for new markets for its low 
cost goods. 2 


DISASTER PROMOTIONS STILL PULL, Chicago’s A&S 


Electric found last week. In wake of freak 
twister, which splintered his store windows, 
Anthony Simari boarded up store front, hung 
“Tornado Sale” sign, got newspaper publicity, 
drew heavy traffic. Kicker: A&S, primarily a 
repair shop, stocks almost no appliances. What 
about the sign? “A joke,” Simari said. A sick 
cne. * 





Can White Goods Stand 
More Spring Price Cuts? 


Spring is here. Can price cuts be 
far behind? 

Appliance dealers in nine major 
cities had a gloomy answer for 
EM WEEK last week. Most of them 
said they feared manufacturers would 
slash white goods prices again this 
spring. And they worried over what 
would be left after the cut—or what 
would happen if local price cutting 
broke out. Here’s what they had to 
say: 


ATLANTA—“‘We do well to get whole- 
sale for refrigerators and laundry 
equipment the way things are now,” 
groused one large downtown-Atlanta 
dealer. As a matter of fact, he 
doesn’t always get wholesale. “I’m 
selling 12-cubic-foot automatic de- 
frost Norges for $185, when the 


twholesale price is $194. But I’m not 


losing money because I’ve been buy- 
ing bankrupt stock.” And apparently 
it isn’t hard to come by in Atlanta. 

How low are prices in Atlanta? 
Here are some ad quotes: Davison’s 
offered a 1960 Whirlpool 13.6-cubic- 
foot box, two-door, automatic defrost 
for $256. Again, Davison’s had Whirl- 


‘pool 1960 laundry in regular steps 


from low-end washer HA32 at $159 
to deluxe HA50O at $199. Georgia 
Power Co. was touting Westinghouse 
LEB washer at $229.95, matching 
dryer DEB at $189.95. Over in 
Chattanooga, the same models were 
going for $239.95 and $199.95. 


CLEVELAND—Dealers and distribu- 
tors, noses to the wind, can’t sniff a 
price cut coming—yet. “It’s a little 
early in the season to tell,” warned 
a southwest volume dealer. “But 
we’re watching our stocks as closely 
as we can.” Distributors admitted 
inventories were way high. But they 
didn’t say what they thought makers 
would do about it. 


CHICAGO—The wind was blowing 
every which way in Chicago. Two 
big-volume operators said G-E had 
put $20 spiffs on three refrigerators. 


And Harry Richmond of Radio Sur- 
geons said Whirlpool and Philco were 
dropping their refrigerator prices a 
bit. But he allowed that laundry sales 
generally were good, “‘so there’re no 
price cuts there.” 

Al Diller of Irv Wolfson’s and Leo 
Berman of Berman’s both found 
white goods sales generally sluggish 
but prices still holding firm. 


DALLAS—‘“‘You can get used to any- 
thing, but that doesn’t mean you 
have to like it,” one Big D dealer 
summed up the price situation there. 
In fact, white goods margins have 
sunk so low that at least one Dallas 
dealer is throwing in the sponge. 
Elton Schackman, Schackman Appli- 
ance Co., vowed, “I’m not handling 
jany more white goods. And I’m hav- 
ing a hard time getting rid of those 
on the floor.” 

Giant Duke Doyle, though he’s still 
very much in white goods, said, “I 
don’t see how the margins could go 
any lower. If they did we wouldn’t 
be interested in handling them.” 

Another guy with a gripe: C. F. 
Bee, Bee Appliance, who said, “A 
washer that sold for $240 last year 
iis selling at $200 now. And we’ve 
had no luck at all with 1961 gas dry- 
ers at $159, but we had good move- 
ment on 1960 closeouts at $139.” Bee 
admitted he could take “slightly 
lower” laundry prices but doesn’t 
want to. 


DETROIT—“Bankruptcy would be the 
result of another price cut in our 
area,” a department store man stated 
flatly. And most other dealers in De- 
troit, hit hard by lay-offs, agreed. Ed 
Adams of Adams Appliance said he 
had been able to maintain a profit 
margin of 5% to 10% on white 
goods, but felt “prices just can’t go 
lower.” Clayton Brummel of Brum- 
mel’s Appliance in Grand Rapids 
shaved his refrigerator profits down 
to 4% to 5% per box; laundry to 5% 
to 10%. But he doesn’t see how he 

Continued on page 37 








Can A Dealer Chop A Utility Down To Size? 





Peoria hatchet man H. W. Staats, left, stands under 
trademark sign with his general manager Roy Peterson. 
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Well, he can try, and that’s just what H. W. 
Staats of Peoria, Ill., is doing to Central Illinois 
Light Co. of Peoria and also of seven counties. 
In the company of some of his other competitors 
and with some suppliers, Staats has launched a 
frontal attack on CILCO’s merchandising activi- 
ties. 

Staats is Peoria’s ‘“‘man with the axe,” (see 
picture) and appropriately enough, his tactics 
are hatchet-like. While many, perhaps most, of 
his compatriots would prefer moderation, they 
find quiet glee in the prospect of a local small 
businessman marching up to giant ($4.725 mil- 
lion net profit in 1960) CILCO swinging. 

CILCO’s merchandising policies have been on 
Staat’s mind for some time, and when the utility 
ran a hard-sell warehouse sale late in January, 
the lid blew off, but quietly. Staats laid the 
groundwork with letters to any and all possibly 
interested state and federal agencies. Then, he 
held talks with local appliance marketers. 


Staat’s idea is this: Aggressive merchandising by 
a utility is unfair competition. He believes the 
utility has a big edge over independent dealers in 
any marketplace. When the utility also prices 
aggressively and, unlike many utilities, offers few 





dealer aids, the situation is even more unfair. 

That is the position of Staats and the eight 
dealers who appeared with him at a meeting with 
CILCO. It was at this meeting that Staat’s axe 
started chopping as he rose in growing anger 
and thoroughly castigated CILCO’s methods and 
management. CILCO was considerably surprised, 
and so were some of Staat’s cohorts whose fol- 
lowing comments were much more moderate. 

CILCO’s representative had no answer at the 
meeting to Staat’s blunt demand that the utility 
cease merchandising or face a dealer “follow- 
through” to get it stopped. 


Later, the utility reacted. “We will be glad to sit 
down and talk with anybody anytime,” said W. W. 
Babcock, vice president for public relations and 
sales, in an exclusive EM WEEK interview. “But 
we were a little startled and not a little angered 
by this method of attack.” Babcock, however, 
pointed out that CILCO will meet with the dealer 
group again. 

In the meantime, with statements from both 
sides in, and with answers to some of Staat’s 
letters on hand, it is possible to assess the prob- 
able success of the dealer move: 

Continued on page 38 
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CONTINUED FROM PAGE 3 
it out,” says Stevens. 

Thin-wall insulation— when it 
comes to gas boxes—could bring a 
cost reduction. A less expensive unit 
(everyone’s working on that, too) 
would also help cut costs. 

The big breakthrough, though, 
won’t come until manufacturers can 
drop gas units into electric cabinets 
—thus chopping production costs. 
When that will be, no one is willing 
—or able—to say. 


Promotions will carry the load for the 
time being. Manufacturers and utili- 
ties currently are thinking about 
rental plans, more “using of the 


Will Gas Refrigerators Grow Up? 


user,” premium programs and con- 
tests. 

With an estimated 3 million gas 
boxes now in use, Whirlpool may try 
an “old gas refrigerator round-up.” 
The new Whirlpool unit—coming out 
later this month—will feature a 
brushed-chrome front and new 
shelves. Says Stevens, “Our new unit 
will give utilities the opportunity to 
say, ‘This is the world’s finest re- 
frigerator.’ ”’ 

Gas refrigeration selling pitches 
will continue to stress lower operat- 
ing costs (about $30 a year less than 
electricity in Chicago) ; near silence; 
and the all-gas-kitchen concept. 

AGA’s gas refrigerator task force 


will continue to beat the utility 
bushes, seeking more support for 
the gas box. 


The future is there. Manufacturers 
and utilities agree on that. Whirl- 
pool continues to believe it will some- 
day be selling 300,000 gas units a 
year, though Stevens admits, “We'd 
be happy with 50,000 units right 
now.” 

Harold Bull sees Norge sales up 
to 50,000 a year by 1965, “if the 
utilities don’t lose faith.” 

And from the American Gas Assn. : 
“We’re still 100% for gas refrigera- 
tion. It remains vitally necessary for 
the gas industry.” 























Today, Jack Kerlin is Vice President and General Manager of A. B. Wyckoff, a department 
store in Stroudsburg, Pa. But at heart he’s an appliance salesman—with 32 years Frigidaire 
experience! Jack says that one of the most important things about Frigidaire appliances is this: 


“Frigidaire dates em for freshness!” 


“My customers look at it this way. To be new, an appliance 
has to be of this year! They demand ‘that it be a ’61! So, 
I’m sure thankful that Frigidaire changes models yearly and 
dates ’em for freshness. It makes selling a lot easier.” 


We call the annual model change dynamic obsolescence. 


Dynamic, because it stimulates new ideas and invigor- 
ates our whole product improvement program. Yes, from 
Frigidaire come the most advanced appliances regularly. 


.-. FRIGIDAIRE 


DIVISION OF GENERAL MOTORS 


REFRIGERATORS * ELECTRIC RANGES * AUTOMATIC WASHERS * AUTOMATIC DRYERS * FOOD FREEZERS * ROOM AIR 


CONDITIONERS « DISHWASHERS « BUILT-IN RANGES* DISPOSERS* ELECTRIC WATER HEATERS: ICE CUBE MAKERS 











YOUR personal BUSINESS 


paying a Social Security tax for your domestic help? You should 
be. gre you if your maid, cook, gardener, orw se have you has been de- 


clining coverage, you're legally responsible to furnish it. 


If you pay a domestic at least $50 in cash in a calendar quarter, you 
have to pay a 5% Social Security t tax on the earnings. Your employee, 
in turn, also pays 3%, making a total of 6%. Failure to pay your 3% 
may result in your having to pay the full 6%—plus interest and perhaps 
even a penalty. 





Necessa forms and a helpful booklet "Do You Have Household Help?" 
are aoattenie f at your district Social Security office. And so you 
won't have to go to all this trouble every quarter, there's a post- 
card in the booklet, which can get you on a mailing list to receive 
payment forms regularly. 





AAA 


What is an electrocardiograph? Widely misunderstood by patients, this 
Special heart test gives your physician information over and above 
what he turns up in the course of a regular heart examination. (See 
last week's Your Personal Business column for adiscussion of what goes 
on in a routine heart checkup. ) 2 

But don't jump to the conclusion that there's something wrong with 
your heart just because your doctor recommends an ECG reading. Could 
be he wants to build a record of your heart's condition—to make later 
comparisons, for instance. 





that cause it to contract and its valves to open and close in the cor- 
rect sequence. 

It doesn’t really tell your doctor anything about your heart's abil- 
ity to pump blood. Nor does it give him a clear warning about possible 
trouble ahead. But a tracing can point up changes in what's known to 
be normal, suggesting either past or present trouble. 

How can knowing about a change help? With an ECG tracing, your doc- 
tor can measure damage done and—during convalescence—it can give 
him a check on how quickly your heart is mending. 

ECG tracings also can show other sorts of abnormalities—irregu- 
larities in your heart's rhythm, ventricle enlargement and so forth. 





Sometimes your physician will want to make additional tests after he 
has run an ECG. Here are some of the most common ones: 

e A Master's two-step exercise test can tell your doctor whether your 
heart muscle is well supplied by the coronary blood flow. In the test, 
your doctor runs an ECG tracing, has you walk up and down a two-step 
platform for a specified number of times and at a certain speed, then 
takes ECG readings at two- and six-minute intervals. If your heart 
can't pump enough blood under stress conditions, it will show up on 
these ECG tracings. 

e A heart catheter—a tiny nylon tube—can be inserted almost pain- 
lessly into the heart through a vein. Then your doctor can follow its 
progress through the chambers of your heart on a fluoroscope. 


AAA 


Look for some changes in health insurance coverage in 1961. The Health 
Insurance Institute reports that insuring organizations are working 
to extend their coverage in two areas. 

In particular, more and more companies are entering the “senior 
citizen" field. The institute estimates that half of all persons 65 
or older now have some form of health insurance. And it expects that 
percentage to increase steadily this year. 

Another prediction from the institute: Loss of income insurance will 
become more popular. Some 62% of the nation's civilian labor force now 
enjoys this type of protection. 
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“Tl just leave him a little message for when he gets in.” 
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A DISTRIBUTOR SALESMAN 


New Formulas 
Appear For 
A New Era 





One of the great mysteries of the appliance 
universe was unlocked with the proclamation of 
Ginzburg’s Law of Price Cutting: 


“If you can’t get a profit selling it at cost. you ain't 
got a deal.” 

This noble principle of economics was enun- 
ciated by Jack Ginzburg, a New England appli- 
ance dealer, as he chuckled to himself in the far 
corner of his store after a whopping promotion 
of selling TV sets at cost. 

What is the formula which made possible the 
fulfillment of this long-cherished dream of busi- 
nessmen through the centuries? 

The discoverer of this startling new economic 
law modestly fondled a 17-in. portable television 
set tagged up at $96.98. Then he wrote the for- 
mula on a piece of paper “24+™ — pRoFIT, 
which, translated from the higher mathematics 
simply means ADA plus RIO over COST equals 
PROFIT. 

“T sell at cost but I get an advertising allow- 
ance from the factory which I need not neces- 
sarily use for advertising.” The theoretician 
winked. “More than 10%. I won’t tell you how 
much more. So don’t ask. That’s the ADA. 

“The RIO,” continued the professor, “is Rio 
de Janeiro, a trip which I win for buying each 
quantity shipment, which I sell to friends for 
$500. And that,” said the appliance man’s Ein- 
stein, “is the whole thing in a nutshell.” 

There are a lot of smart appliance dealers who 
would take exception to this theory or who don’t 
have access to this kind of deal. 

So it was no great surprise to this intrepid 
reporter to stumble upon another appliance scien- 
tist who proclaimed a different concept known as 
McGillicudy’s Law of Diminishing Money: 


“You don’t have to pay for it until three months 


after you’ve sold it on account of you really didn’t 
own it in the first place.” 

Joe McGillicudy, West Coast television dealer, 
discovered this startling law of appliance nature 
after long experiments with a wide variety of 
floor plans and finance programs. 

Manufacturers, of course, make their own 
laws. So not to be outdone this week, a pronuncia- 
mento of vast magnitude was made with the dis- 
closure of Brink’s Law of Solid State Goofballs: 

“You don’t need to worry about unsoldered 
connections or production line goofballs on ac- 
count of that’s how appliance servicemen stay 
in business.” 

With science on the march everywhere, I sup- 
pose that it was only inevitable that new break- 
throughs take place in the appliance field. 

A distributor salesman, who has to find a way 
to live with both the manufacturer and the re- 
tailer and their new “laws,” can find his head 
spinning in these days of recession talk and 
rough, tough selling. 

A retailer will go from frantic out-discount- 
the-discount-house tactics to serene we-stand-on- 
our-price-because-we-give-service-and-guarantee- 
satisfaction policies. And he will do flip-flops 
through several other contradictory methods of 
doing business in between time, all within the 
space of a few weeks. 

Some manufacturers too, are reversing them- 
selves on a consistent policy and are trying all 
types of new approaches for getting the sale. 

All of these things might suggest that appli- 
ance merchandising is now going through a deep 
and convulsive upheaval which could lead to the 
worst law of them all. And that is the law of 
the jungle. 


ABOUT THE AUTHOR—The creator of this column 
is a well-known distributor sales manager, who, 
for obvious reasons, doesn’t want to be identi- 
fied. His free-wheeling comments will appear 
here each month. 
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TRAINING 'EM UP 
ANOTHER SALESTALK ARTICLE which 


will help you run sales meetings for 
the salesmen on your staff begins on 
page 18. Here’s the second install- 
ment of a series designed to make 
you a sales meeting expert and to 
bring you plus profits. 
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FEATURES! FEATURES! FEATURES!...and every one a sales clincher! 


® Activated Charcoal Air Purifier @ Vinyl-Clad Galvanized Steel Cabinets 
@ Germ-Gard Cooling Filters @ Directional Grilles 

@ Automatic Thermostatic Control @ Convenient Top Filling 

@ 3-Speed Push Button Switches @ One Year Factory Warranty 


@ Aquadial Cooling-Ventilating Control @ National Service Center System 


PROVEN STYLE LEADER — Once again, Wright's sales-minded engineering has provided the proven comfort-planned 
features that comfort-minded customers want. That’s why Wright portable air coolers are 


PROVEN CUSTOMER CHOICE : , 
the outstanding line for 1961... your best bet for greater profits and customer satisfaction. 


OFFER YOUR CUSTOMERS THIS WIDE CHOICE OF MODELS AND PRICES 
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In a slow year, there’s bound to be 
grumbling—about everything: Prod- 
ucts, margins, lack of promotional 
activity. But there’s one area where 
the grumbling has been going on for 
more than just a year: Electric wa- 
ter heating. 

Big manufacturers are—and have 
been for the past three or four years 
—burned because they feel utilities 
aren’t giving them enough promo- 
tional help. Utilities are seething be- 
cause they feel manufacturers should 
help them more in their fight against 
gas water heating. And many deal- 
ers, caught in the middle, have given 
up pushing the units all together, 
leaving it to plumbers or contractors. 


Not everyone has given up electric 
water heating as a lost cause, though. 
In fact, some see a resurgence in 
the offing, what with all-electric 
home promotions and increasing pop- 
ularity of electric heat. Here are 
three examples of operations that 
are pushing—and selling—electric 
water heaters. 


KANSAS UTILITIES 

Take care of appliance dealers and 
contractor problems first, then sales 
will follow. That’s the formula the 
Kansas Farm Electrification Council 
is trying out now, hoping to pump 
some life into the state’s electric 
water heater business. 


Somebody IS Selling Electric Water Heaters 


The problem has been inventory. Kan- 
sas has 42 utilities—five investor- 
owned power companies and 37 co- 
ops. Since the state is primarily a 
farm area, utility customers are 
spread out. More often than not, one 
dealer—in a centralized town—will 
have a clientele served by two or 
more utilities. 

For instance, one customer might 
be supplied by a utility that pushed 
off-peak water heating rates. In that 
case, the dealer would try to sell him 
a heater with as large a tank as 
possible. 

On the other hand, his next cus- 
tomer might be supplied by a utility 
that offered a quick-recovery rate. 
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STEREO PORTABLES 


Again in 1961, Arvin joins the distinguished company of 


America’s great high fidelity lines featuring... 
“most popular” BSR... now in over 27,000,000 homes 


AS ADVERTISED IN 


around the world! In one-quarter of all U.S. hi-fi! 
trouble-free BSR .. . |lab-tested through over 550,000 con- 
secutive perfect changing cycles! 

service-saving BSR... jamproof! ... engineered for most 
quality without complexity! 


demonstrable BSR... plays all record sizes intermixed, 
with superior fidelity ... plays 4 speeds, stereophonic and 
monophonic, automatically or manually... tracks lightly! 
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Then, he would want to sell a low- 
capacity, high-wattage unit. 
Multiply those two examples by 
the variety of sizes, shapes, wattages, 
linings and makes that are available 
in electric water heaters, and you 
have a full warehouse—if not two. 


Now, all 42 Kansas utilities have adopt- 
ed a standard electric water heater for 
their systems. From now on, they 
will encourage and promote only the 
sale of 40-gallon, 4,500/4,500-watt, 
quick-recovery electric units. (To be 
able to swing it, of course, all 42 
utilities have set up quick-recovery 
rates for their customers. ) 

The type of unit chosen has the 
two high-wattage elements, one at 
the bottom of the tank and a second 
near the top. KFEC has found that 
this model will serve the needs of 
more than 95% of its potential cus- 
tomers. 


COLORADO DEALER 

Keeping a sharp eye on the news 
paid dividends for George Hunten, 
owner of Howard’s Hardware Co., 
Paonia, Colo. What kind of divi- 
dends? Hunten sold 20 electric water 
heaters in a single month—and got 
full list price for them. 


Hunten spotted his prospects while 
leafing through the pages of the 
Paonia newspaper, where he saw that 
some 35 houses, formerly owned by 
a coal mining agency, were being 
sold by the agency to individual em- 
ployees. 

The mine, one of the largest in 
Western Colorado, formerly had pro- 
vided the housing on a low-rent basis 
to its permanent employees. 


He applied what he knew about the 
houses, namely that all of them were 
supplied hot water from a central 
500-horsepower boiler operated by 
the coal mining organization. Since 
this service would be dropped, 
Hunten knew that purchasers of the 
former company houses would need 
reliable water heating. 


So, he went after the buyers in a con- 
centrated sales effort—so concen- 
trated, in fact, that he dropped the 
rest of his business, went out and 
rang the doorbell of every home 
buyer. 

By the end of the month, he had 
sold 20 electric water heaters, with 
no trade-ins and at full list price. 


NON-MERCHANDISING UTILITY 

The Detroit Edison Co., which 
pushes electric water heaters the 
year around, has added something 
new this year. Starting Feb. 15, the 
huge utility put its guarantee be- 
hind every unit its “qualified electric 
water heater retailers’ sell accord- 
ing to Detroit Edison’s specifica- 
tions. Here’s how the program works: 


Detroit Edison will pull out units with- 
in a year of installation if customers 
aren’t satisfied with the water heat- 
er’s performance. Customers get 
back their full purchase price—plus 
installation costs. The guarantee 
covers any Detroit-Edison-approved 
electric water heater sized according 
to the company’s minimum size rec- 
ommendations and installed in a 
dwelling up to and including a four- 
family one in the Detroit Edison 
service area. All this is in addition 
to the manufacturer’s warranty. 


ELECTRICAL MERCHANDISING WEEK 



































vaio 





















The greatest name. in 
PORTABLE AIR COOLERS 


METALAIRE PRODUCTS D 
McGraw-Edison Company 
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Phoenix, Arizona 








LAS VEGAS 
HOLIDAY 
JUST FOR 


YOUR 
ORDER! 


OF ONLY 
5 MAGNUS ORGANS 


America’s First and Finest 
Electric Chord Organ 


| 5 FREE DAYS & 
4 FREE NIGHTS 


at the Luxurious Stardust 
‘ Hotel in Las Vegas, Nev.! 
Including: 


# Fabulous Food ® Sensa- 
tional Shows ® Delicious 
; Drinks ® Swimming and 
Sunning at the Big Dipper, 
Las Vegas’ biggest pool! 
Call or see the Magnus 
Distributor-Salesman in 
Your Area NOW...for the 
Complete Story! 





Magnus Organ Corporation 
100 Naylon Ave. © Livingston, N. J. #* 
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FINANCIAL 
REPORTS 


Skil Corp.—Net earnings, $1,733,637,’ 
an increase of 4.4% over the $1,660,- 
158 listed in 1959. Earnings per 
share were $3.08 in 1960, compared 
to $2.96 per share in 1959 on a small- 
er number of shares. Consolidated 
net sales set a record of $23,113,978, 
an increase of 3.7% over 1959’s con- 
solidated net sales of $22,291,245. 


Whirlpool—Net earnings in 1960 down 
to $15,689,000 from $20,715,000 in 
1959, or $2.40 per share of common 
stock, compared to $3.22 per share 
in 1959, on fewer shares. Dividends 
increased from $1.10 a share in 1959 
to $1.40 in 1960. Dollar volume in 
1960 was $446,378,000, a 3.7% in- 
crease over the $430;497,000 in 1959. 


Carrier Corp.—Earnings in 1960 
dropped to $5,008,000 compared to 
$8,266,000 in the preceding year. 
Strikes were blamed for the change. 
Profits were $2.03 per common share 
in 1960, and $3.62 in 1959. Net sales 
for 1960 were $256,800,000 and $263,- 
434,000 in 1959. 


Siegler Corp.—Sales were $49,053,963 
and earnings $1,776,865 for the six 
months ended Dec. 31, 1960. Per 
share earnings for the first six 
months of the company’s fiscal year 
were 80 cents. Because of a merger 
with Jack & Heintz, Cleveland manu- 
facturer, per share earnings were 
not comparable with those in 1959. 
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FINANCIAL 
NEWS 


Radio Corp. of America—A quarterly 
dividend of 25 cents a share on the 
common stock was declared payable 
April 24 to stockholders of record 
March 13. At the same meeting of 
the board of directors, a dividend of 
87% cents a share was declared on 
the first preferred stock for the pe- 
riod April 1-June 30, payable July 1 
to holders of record at the close of 
business June 5. 





Proctor-Silex Corp.—Sales for the first 
seven months of the fiscal year end- 
ing Feb. 28 increased about 21% 
over the same period last year. Wal- 
ter M. Schwartz Jr., president, pre- 
dicted sales for the fiscal year will 
approximate $46 million, compared 
with $35 million for the previous 
year. But the company said it would 
not pay a dividend on common stock 
because non-recurring expenses re- 
sulting from a merge, opening of 
two new plants, and initial produc- 
tion and marketing costs of new 
products exceeded expectations. 


Webcor, Inc.—The board of directors 
will declare a 5% stock dividend at 
its next quarterly meeting. Share- 
holders voted to increase the author- 
ized number of shares from 1 million 
to 2 million. 


Lynch Corp.—Directors of Lynch, 
parent company of Symphonic, have 
approved a proposed exchange of 
stock to be made to the stockholders 
of Peninsular Metal Products Corp., 
subject to the effectiveness of the 
registration certificate; approval by 
Lynch stockholders of an increase in 
authorized capital stock and accept- 
ance of the exchange offer by the 
holders of a fixed percentage of the 
Peninsular shares. 
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: a handsome 
Model 1-D5. j Quick Twins 
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DEXTER 


GIVES YOU THE BEST PROFITS 
IN THE BUSINESS 


--- and this year — THE UNIQUE 
“SATISFACTION-OR-MONEY BACK” OFFER THAT 
SELLS QUICK TWINS FAST FOR FULL PROFIT! 


Don’t take our word for it— let us prove that Dexter washers are just 
about the hottest line you can get in appliances today. Dexter dealers, 
everywhere, report phenomenal success with Dexter's new Quick Twin 
offer — and phenomenal profits per unit. Both small and “big” families 
are eager to enjoy Quick Twin’s better cleaning and money-saving 
features. The Quick Twin sells itself in the customer’s home, without 
risk to the customer or to you. See all the models and get the details 
from your Dexter distributor or Dexter, now. 
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DEXTER-501 N. 8th St., Fairfield, lowa 


Please send complete information on the 1961 Dexters. 
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In 3 years’ time 


has gained leadership 
in the coin-laundry field 


QUESTION: How? 


ANSWER: Superior Mechanical 
Dependability 


RESULT: The domestic line benefits from 
engineering data gained in the grueling, 
commercial laundry field. 


o | Sy. WHAT IT MEANS TO You: 


It means that you, as a Speed Queen dealer, 
get a more dependable washer to sell! 





People, more and more, are demanding de- 
pendability. And they are willing to pay 
for it. 


The post-war glitter and glamour days 
are over. 


Dependability is now the key to SALES — 
as well as profits. 


Your only problem is to handle a line that 
offers the most dependability. 


We suggest that you investigate Speed 
Queen quality and dependability and dis- 
cover the reason why Speed Queen dealers 
enjoy the highest standard of profit return 
in the home laundry appliance business. 
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Write, wire, or phone — 
SPEED QUEEN, A Division of McGraw Edison Company, 


Here is where Dependability starts. 





Here is where Speed Queen builds in 


Hi 
Ripon, Wisconsin 


~ SPEED QUEEN 
hamed or dependability 
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the necessary “mechanical guts” to 
give your customer the highest possi- 
ble level of low-cost upkeep and 
performance. 
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A $1.5 million group of orders for KitchenAid dish- 
washers is turned over by Sales Manager Harold E. 
Martin, left, on returning from national distributor 
meeting in Chicago. With him are Norman Warner, 
administrative assistant, center, and A. E. Grayson, 
assistant sales manager of KitchenAid Division of 
Hobart. 


KITCHENAID GETS 
DISTRIBUTOR BIDS 


” 
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DISTRIBUTOR 
APPOINTMENTS 


Lynn & Brooks, Los Angeles, as 
manufacturer’s representatives 
for the West Coast. 


CARRIER CORP.—Wilson Electric 
Co., Rockford, Ill., for 42 coun- 
ties in Illinois, Iowa, Wisconsin 
and Missouri; Power Engineer- 
ing Corp., Wilkes-Barre, Pa., 46 
counties in West Virginia, New 
York, New Jersey and Pennsyl- 
vania. 


HAMILTON—H. R. Basford Co., San 
Francisco, for most of Calif. 


DUO-THERM—Flarapco, Inc., Miami, 
for Florida. 


SPEEDWAY AND THOR SPEEDTOOL— 





America’s 
newest 
Electronic 
marvel... 

The CoMPACTRON* 





It's already in the first of 
America’s most advanced 
kind of Television Sets. 


*T.M. of device mfr. 
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KELVINATOR 
6 DEHUMIDIFIERS 
DELIVER 
THE PROFITS 






Year after year, the new Kelvinator Dehumidifier is gaining a larger 
share of the great and growing market. And it is touted to do it again 
this selling season. 


Sales proved, the Kelvinator Dehumidifier is engineered to run more 
efficiently . . . remove excess moisture from any closed area up to 16,000 
cu. ft. Full 5-year Warranty backs every unit. In addition, it’s beautiful 
as well as useful. Rich, vinyl clad steel cabinet in smart Gray Tweed 
color is accented by shimmering gold anodized aluminum grille . . . smart 
enough even for living rooms. And it is competitively priced. 
High-powered shirt-sleeve advertising in TV Guide during June and 
July will make your cash register ring. What’s more, you get a beautiful 
4 color display for your floor or window, plus appealing direct mail, a 
FREE Kelvinator Humidity Guide for give-away use, and newspaper 
mats designed to pull prospects to your door. 

Get with the winners in dehumidifier sales. Switch to the line that’s 
doing big things in your market ...the new Kelvinator Dehumidifier. 
Fill in and mail the coupon below now. 


Kelwnator 
DEHUMIDIFIERS 


COLUMBUS 13, OHIO 
Kelvinator Dehumidifiers, Dept. 90, Columbus 13, Ohio 


Rush complete details about the sales winning 
Kelvinator Dehumidifier line. 
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WHO? 


... HAS THE MOST VALUABLE RETAIL 
FRANCHISE IN THE APPLIANCE INDUSTRY ... 


is represented at the factory by a Dealer Council, active appliance 
dealers who consult and advise in matters affecting dealers 


has the backing (in writing) of a billion dollar corporation — 
in a joint pledge of quality, honesty, and fairness to his community 


speaks directly to millions of prospects on network television — 
paid for by a company that advertises its dealers...not just itself 


sells the washer that saves 42 the detergent, bleach, water *K 





* Every other automatic on the market uses twice the detergent, bleach 
and water .. 


. giving Westinghouse Dealers the best economy story in the 
business. And the Laundromat® Automatic Washer has the exclusive Weigh- 
ing Door and Suds ’N’ Water Saver to save even more on small loads. Tumble 


Action provides more washing power . . . and the matching dryer dries 
faster at safe, low temperatures. For details on the industry’s most 
valuable franchise, call your Westinghouse distributor . . . or write Dealer 
Development Dept., Mansfield, Ohio. You can be sure . . . if it’s Westinghouse. 


YOU! 


wien vourea Westinghouse dealer 
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convenience from her new appliance. 
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Arms loaded with groceries, a freezer purchaser listens as appliance store Manager 
Erwin Gorman explains how to select food so that she will get maximum use and 


By moving freezers out of doors, the store dramatized the food tie-in, also caught 


the interest of passers-by like these. 


The key to the plan was the fact that cus- 
tomers were required to buy $60 worth of 
groceries along with their freezers. 

The plan was devised by Manager Erwin 
Gorman. Here’s how he explains it: 


“I was trying to find some way to get the sales- 
men past a mental block about the big price 
ticket on freeze~ units. That price barrier has 
tripped them all along, and so I had to find a 
way around it. I looked for something with the 
appeal of the food plans but without their 
hazards. 


“First, we moved all the freezers out of the 
store into a big tent in the center of the shop- 
ping mall. Then we ran advertisements in the 
newspaper stating that we had freezers of all 
kinds and all sizes which could be bought com- 
plete with $60 worth of ‘groceries of their 
choice’ for as little as $12.40 a month with no 
payments for 60 days. 


“We instructed all our salesmen that they were 
to sell the people not freezers, but the way to 
use the freezer, so that the purchasers would 
actually make the savings which we claimed 
they could make. That was one of the primary 
reasons why we wanted to have the groceries 
included. We wanted to start the customer out 
with a cold box filled with groceries to get her 
using it correctly from the beginning. 

“The salesmen were so busy, therefore, in- 
structing the people on how to use their freezers 
that they forgot all about the price problem. 
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Down payment was of no consequence because 
when people would hem and haw about this 
we could say ‘Well you’re going to start out 
with enough groceries that you won’t have to 
buy any out of the next two pay checks if you 
don’t want to so a little down payment shouldn’t 
bother you.’ This strategy worked. The fact that 
discount houses around us were selling the same 
freezers for considerably less didn’t bother the 
customer a bit.” 


Goddard’s didn’t discount their units a dime. 
Neither did they discount the groceries. They 
simply added the cost of the groceries to the 
price of the freezer and gave the customer a 
credit slip for $60 worth of frozen foods at the 
store across the shopping center. There was no 
subterfuge about this. Goddard’s told the cus- 
tomer frankly that they were doing it, because 
they wanted her to have the groceries so she 
would start using the freezer properly. 


The promotion paid dividends in another way. 
They did not have a single complaint from all 
the customers who bought at this time. Not a 
single freezer had to be repossessed. This, Gor- 
man says, contrasts with the disastrous food 
plan experience of some dealers. After stocking 
large freezer units with a thousand dollars 
worth of food, many found the customers ate 
the contents and then let the freezer be re- 
possessed. Goddard’s took no risk but they gave 
their customers, nonetheless, the basic advan- 
tages of a food plan in that they got them 
started using their freezer. 


His Salesmen 
Sold Groceries 
Instead 

Of Freezers 


And as a result, Goddard’s Furniture 
and Appliance Co., of Yakima, Wash., 
cleared out its entire stock of freezers 
within 45 days without yielding a single 
penny of profit 


Key to the advertising, Gorman feels, was the 
fact that the store offered “groceries of your 
own choice.” 

“When you advertise with a half a beef,” 
Goddard said, “you appeal to the customer who 
likes beef, but that doesn’t register at all with 
the vegetarian and isn’t too important to the 
family that eats beef lightly. If you give a 
stipulated list of groceries and assorted meats 
you may again not be appealing to the tastes of 
many families but when you just flatly state 
groceries of their choice it seems to have tre- 
mendous pulling power. 

“Surprisingly, in many cases people really 
had no choice. In this situation, we sent a sales- 
man right across to the store with them to help 
them make a selection. That way, we were able 
to advise them on which foods were best for 
freezing, but they still were buying the things 
they liked to eat.” 


The success of Goddard’s promotion was best 
exemplified by the figures of the Puget Sound 
Power and Light Company, which keeps a 
census on all electrical appliances sold in Ya- 
kima each month. These figures revealed that 
Goddard’s sold more freezers for three succes- 
sive months than all other dealers in town. 

In a 45-day period, they sold more than 120 
freezers ranging in price from $269 to $449. 
“Our sale certainly boomed business for the 
grocery store,” said Gorman, “and that’s where 
we got another plus profit that other appliance 
dealers might not be able to realize. We also 
own the grocery store.” 
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‘Why People Buy’ 4 crc cuenn 


NOTES TO THE MEETING LEADER: 

If you haven’t already read the article about why 
you should hold these meetings, go back to the Feb. 13 
issue of Electrical Merchandising Week and read it. 
After you have read the article, you will know more 
about how these meetings work. 

May we suggest that you clip out each of these meet- 
ings and put them in a good binder. As they are issued 
month by month, you will build up a permanent Sales- 
Talk guide for later reference. They will be especially 
good to use with newly hired employees. 

Be sure to make the visuals suggested. Use the same 
24x30-inch cardboards you used last month. Take off 
the old poster, or apply a heavy wrapping paper right 
on top of it, then make up the posters as suggested in 
the copy. Number the posters in small print so you can 
see the number, but the audience cannot. The impor- 
tant thing here is to get the words on paper. Remember, 
your audience will retain much more of your meeting, 
if the important points are written on the cards. 

Now practice your talk. If you read it, do it with 
understanding and forcefulness. Practice the whole 
thing at least once, taking down the cards as indicated. 
Be sure to encourage discussion. Now, present meeting 
#2: Why People Buy. 


LEADER BEGINS MEETING: 

Good evening, everyone. Here we are for our second 
SalesTalk meeting. I hope you enjoyed the last one, 
and more important, got a lot out of it. You’ll remem- 
ber, we had a general introduction to salesmanship. 
What it is, how it fits in, satisfying customer needs. 
This month we want to expand on one of those points 


—Satisfying the customer’s needs. We’re going to turn 
that around a little tonight, and call it... 


Reveal flut (poster) #1 and read: 


PEOPLE 
BUY 


Think back for a minute to the last time you bought 
something for ten or fifteen dollars. Why did you 
buy it? Why did you buy your new car, that hi-fi set 
or a new suit? 

(Name), what was your reason behind your last 
purchase like this? 





Ask two or three of your audience, then 
go on: 


From what each of you have said, you all had the 
same reason. You honestly thought that you needed 
something, or wanted it. Here is a key word that we 
will come back to many times. Remember this little 
word “WANT.” 
Actually this “wanting” is of many types. It can be 
classified and broken down into more or less scientific 
Continued on page 22 
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categories. These had many names in the past. Some 
have called them the “ten buying motives,” or “buying 
motives.” Here is the way we are going to study them: 


Reveal flat #2 and read: 





These are not listed in the order of their importance, 
or their predominance, but from here, these five just 


about cover all of the buying urges people have. 
Lhrow audience a question: 


Can any of you think of any other buying motives we 
need to add to this list? 


If you get any try to fit it into another 
category. If you agree on a new one, write 
it onto the list. Continue: 


Let’s look at each one of these a little closer. 
Comfort and Convenience. You can lump a lot of 
buying motives into these first two categories. Every- 
thing from the new washer-dryer combination, to dad’s 
private pocket transistor radio fit into this group. 
Here we find the items that cut down on physical labor, 
or add to our comfort and our ease of life in other 
ways. This is one of the strongest pairs of buying 
motives on the list. You can even include food, enter- 
tainment and all of our luxuries in this class. 
Safety: The safety buying motive touches all of us in 
the field of medicine, doctor’s care, first aid supplies, 
insurance and even clothing and housing. We are pro- 
tecting ourselves from the ravages of pain, the ele- 
ments and insecurity. This safety buying motive is 
strong in any aspect of merchandise where there is 
a danger element. The guard on a new electric saw is 
aimed at the safety buying motive of a customer. Seat 
belts, padded dashboards, and special steering wheels 
on cars are all aimed at the buying motive of safety. 
Economy: Here is an important one. To save money is 
a basic drive of almost everyone. You can always spot 
the price-buyer, the shopper, and when you do, you 
‘will know exactly which features of your product will 
appeal to him. The suds saver on washers for instance 
is a bid to win the economy buyer. So is the short 
cycle and the half-load feature built into washers. 
Prestige: Here is a buying motive often overlooked by 
the average salesman in our electrical merchandising 
field. 





You don’t have Cadillacs to sell—but you can appeal 
to the Cadillac feeling of some of your prospects. If 
Mrs. Upsnoot never buys anything but the best— it is 
poor selling on your part to plug a fourth grade item 
and extoll its economy values. Show her your best up- 
right freezer, and tell why it’s the best. You’ll have a 
much better chance of writing up a sales ticket. 

Also. be on the alert for a customer who comes in to 
look at a new range “because my neighbor got one 
like it here.” Here again you have a woman or a couple 
trying for prestige, trying to keep up with the Joneses. 
This wanting as good a range as their neighbors is 
probably their major buying motive. So use it to plan 
your sales attack. Of course some people struggle to 
keep up with the Smiths. They buy only when “every- 
one” else in the block has an item and they don’t want 
to be considered odd. This was true for a time with 
television—and may one day be true of color television. 
In many sections of the country the window air condi- 
tioner and full-home air conditioning is a mark of 
prestige. | 
So much for these five buying motives, remember them: 


Point to them on flat and read again: ' 
Comfort, convenience, safety, economy, prestige. Al- 
most as important as the buying motives themselves 


is the question: 


Reveal flat #8 and read: 






RS are 


This is not as hard as it may sound. In fact if you’ve 
been selling for three or four months, you probably 
have been doing this in a way, without even realizing it. 
Here are three easy to remember methods you can use 
to help determine your prospect’s buying motives: 


Reveal flat #4 and read: 


The simple, direct question can tell you a lot about 
your prospect’s buying motives. A question such as: 

“Have you considered how much time and energy a 

power mower would save you this summer?” can tell 

you a lot. | 
If the man says he needs the exercise anyway, he is 
more likely a prospect for a hand-pushed model. But 
if he grins and says, “No more pushing those man- 
powered jobs for me!” It gives you another buying 
motive, and another sales hint. 
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Whether you can come up with timely, leading ques- 
tions or not, be sure to listen to what your customer says. 
This might be the real tipoff to what he or she is really 
interested in. The first few words after the greeting 
sometimes does it. A woman who says: “I’m having 
32 guests for dinner next week and both of my rotis- 
series are simply worn out!” gives you the whole story. 
It’s obvious what she wants, and thatishe is not pinched 
for pennies. Find her the best rotisserie fast and tell 
her it’s your best. 

Watch the reaction of your prospect to merchandise 
that you show him. He may be drawn to one product 
or one feature, and uninterested in another. At this 
point the customer often betrays his true feelings about 
a product by what he does, rather than what he says. 
Remember these three methods of determining your 
prospect’s buying motive: 


Point to them on flat #4: 


Ask questions, listen to prospect’s comments and ob- 
serve prospect’s reactions. 

Let’s move on now to apply some of the things that 
we’ve been talking about toa... 


Reveal flat #5 and read: 





Listen carefully to this shert.sales dialog. Put yourself 
in the salesman’s shoes. You might want to write down 
everything he does right, and all that he does wrong. 
Here it is: 


For this dialog arrange with one of your 
top salesmen to read it with you. Each of 
you take one part. Have the other man’s 
part typed out for convenience in reading. 
Rehearse it together several times. 


SALESMAN: Good morning, may I help you? 

PROSPECT: Might be. If you can compete with that 
discount store around the corner. Got any 
TV? 

SALESMAN: Sure do. Do you prefer any make or model? 

PROSPECT: Doesn’t everyone? Want a G-E. Had good 
luck with the last one. 

SALESMAN: About how much are you planning to spend 
on a set? 

PROSPECT: As little as possible. Not over $200 anyway. 

SALESMAN: I’d like to show you a set comparable to 
the G-E. It has the new Mighty-Lite picture 
tube, with remote tuning, and a double baffle 
transistor-reactor dumblethorp with a 92 
ohm built-in static resinator. 

PROSPECT: Big deal, I’m no engineer. How much? 

SALESMAN: It also has the little marvel tuning fimi- 
spout that absolutely eliminates low flying 
aircraft flutter... 

PROSPECT: Sure, sure, sure. But how much, in cash? 

SALESMAN: Cash? Oh, let’s see. It’s.$249.74 with $50 





down and financed for 18 months. Cash, 
now let me see? 

PROSPECT: Too much. I said not over $200, Mac, re- 
member? I want one without that remote 
control gadget. Should save $50 right there. 

SALESMAN: No, no, this model does not come without 
the remote tuner. Hey, where you going? 

PROSPECT: Back down to Ajax Discount. They got this 
same set without the remote—and at a bet- 
ter price. Besides, the salesman there is a 
real friendly guy. 

Here’s our practical problem for today. First let’s pick 

out what our hero did correctly: 


Call on someone you know will respond with 
a good answer. Then work the whole group 
for correct sales techniques this man used. 
A blackboard would come in handy to write 
the items down as they are suggested. 
After right points are brought up, review 
them. Be sure they include: 


Now let’s summarize what our salesman did right: 

® First his greeting was acceptable. 

© He bored in to find out what make or type of set 
was wanted. 

@ He determined the buyer’s price range. 

@ He steered the prospect off G-E onto a set he had. 

@ He tried to give a brief feature presentation. 

Now, what did he do that was wrong? 


Again call on someone and lead discussion 
until all points are brought out. Then sum- 
marize: 


Reviewing what we’ve been talking about here we find 

that our salesman goofed on these items: 

@ He did not recognize a price buyer. 

He sold too hard on features. 

He went into too much technical detail. 

He ignored a customer request for a price. 

He picked a set $50 too high. 

He blundered by saying the set did not come with- 

out the tuner. The customer knew it did. 

He did not try to establish a buying motive. 

@ He did not attempt to put the prospect at ease, or 
be friendly. 

@ He lost the sale. 


In this session tonight we have covered twomain points. 
What are buying motives, and how to establish those 
motives. Learn the buying motives, then practice the 
methods to determine which motive spurs on your pros- 
pect. Ask questions, listen to what the prospect says, 
and observe his reaction. Then when you find his buy- 
ing motive, tailor your sales message to that area. 
Give a rounded presentation, but accent the items you 
feel most interest your prospect. And you'll be ringing 
up more and larger sales on that cash register! 


Dismiss the group. Remind them of the date 
of the next regular meeting. (For SalesTalk 
No. 3 see EM WEEK April 17). Offer them 
refreshments if they have been planned. 
Make available to your salesmen a book on 
general salesmanship from your own libra- 
ry. Use a check-out system through the 


office. 
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Maryland appliance dealer 


Goes 27,000 miles—gets 21 mpg 


A.G.Watkins, Inc., of Rockville, Md., is well pleased 
with their purchase of 2 VW Panel Trucks. Mr. 
John Repass, Service Manager, tells us why. 
“Frankly, we went to VWs to save money. All I’ve 
got to say is that other trucks have to go a long 
way to catch up to VW on economy. The one VW 


averages 21 mpg, the other 22 mpg. This is twice 
as much as we get from a ’57 other-make truck 
we're using.” 

Mr. Repass went on to tell about other things 
they like about their VWs. “We like the way 
they’re built. They’re solid. Good visibility, too. 
Easy to handle and park. Good in snow. We looked 
at other trucks—couldn’t find anything better suit- 
ed to our business.” 


WILL IT OR WON’T IT? It will. The Volkswagen Panel Truck’s big, wide, double side doors (46 inches wide and 47 
inches high) accommodate outsize loads like washing machines and other appliances. So does the inside cargo space 
of 170 cubic feet. One-man loading and unloading are no strain at all. The low load platform helps, too. Suggested 
retail price for the Volkswagen Panel Truck (East Coast Port of Entry) is $1,895 (West Coast $2,015). 


© 1961 Volkswagen of America, Inc. 
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“installs” 2 Volkswagens 
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This report of satisfaction is quite typical—and 
may help explain why there are now over 100,000 
VW Truck owners in the U.S. Volkswagen is the 
advanced truck idea that has been proven on the 
road for the past 11 years. 

Are you ready for a VW Truck? You are if you 
want a truck that costs less to buy, less to operate, 
and less to service. To help you make the right 
decision, talk to your Authorized Volkswagen 


EFFICIENCY IS STANDARD EQUIPMENT! Tool kits, cable, work lights—all 
the essential gear for sales and service—are carried in the VW, always ready for 
immediate use. No need to take equipment out to get appliances in. Or vice 
versa. And the standard VW Panel Truck has a payload capacity of 1,830 pounds. 
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Dealer soon. Ask for a demonstration. And get 
your free copy of the 60-page illustrated booklet— 
“The Owner’s Viewpoint.” It documents with facts 
and figures VW Truck performance and owner ex- 
periences in a wide variety of business- 

es. It shows what you can expect to get 

from Volkswagen, too. Why not pick 

up your copy today? There’s no obliga- 

tion, and it could mean big savings. 


DIRECT LINE—TO MORE BUSINESS! The go-getting Watkins outfit has 
equipped their VWs with radio. It saves time and improves customer service. 
It adds up to more business. So do VWs. They’re easy to maneuver in narrow 
streets. They’re nimble in traffic, and park in spots other trucks have to pass up. 
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V-M ‘tape-o-matic’® 4-Track Stereophonic Tape Recorder Model 722 (Has ‘“‘ADD+A‘TRACK’’ Control) only *25935 


Slightly Higher West 


Paint yourself a portrait of profit with V-M quality. Such sound engineering, positive, profes- 
sional performance and precision stereo features are found only in a V-M ‘tape-o-matic” 


tape recorder...at such a reasonable price! V-M Corporation - Benton Harbor, Michigan 


KNOWN FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 


the Woice of hM usic 
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‘new products 


NEW CLOCKS: Low-Priced Illuminated Dial Models, Silent 
Alarm Models And A Built-In Are Featured 











G-E RISER CLOCK DAY AND NIGHT VIEWS 





G-E BON BON KITCHEN CLOCK 


GENERAL ELECTRIC Announces Low-Priced Kitchen and Alarm Clocks 


Riser, the lighted dial alarm clock, 
features a dial that lights up at night 
for easy reading. The special long life 
bulb costs less than a cent a year for 
current. The trim case is color styled 
in sandalwood to blend with any de- 
cor. 

Riser No. 7279K has a white dial with 
tan accents, brown minute hands and 


numerals. Illustrated above is the 
Riser in both day and night views. 

A display that demonstrates the 
features of the easy-to-read lighted 
dial is available to retailers through 
G-E clock distributors. This display 
is also designed to hold all G-E lighted 
dial clocks. 


Room-Mate, another color styled alarm 


with see-through packaging, in new 
pink or ivory color case and with plain 
or luminous dial, is also available. 

Bon Bon, a new kitchen clock, avail- 
able in red, yellow or beige is also in- 
cluded in the new line. This marks the 
first time beige has been used as a 
kitchen clock color and stems from 
pretesting which shows it is popular 


as a color to coordinate with wood 
tones in modern kitchens. Its design 
features cut-out numerals which color 
match the case. A full vision crystal 
covers the large white dial and black 
hands. 

Prices, Riser No. 7279K, $6.98; Room- 
Mate, plain, 7H223, $4.98; with lumi- 
nous dial, 7TH223L, $5.98. Bon Bon, 
No. 2119, $4.98. General Electric Clock 
and Timer Dept., Ashland, Mass. 





WESTCLOX Announces Silent Alarm Clock 


A new type of electric alarm clock 
that awakens a person by light instead 
of sound has been introduced by West- 
clox. Called the Moonbeam Silent 
Alarm, it is set in the same manner 
as any ordinary alarm. Instead of an 
audible alarm sounding, light (a 15w 
clear bulb enclosed in a clouded plastic 
window to left of dial) flashes on and 
off for 5 min., to rouse the soundest 
sleeper without awakening the rest of 


WESTCLOX MOONBEAM SILENT ALARM 





the house. As an emergency precau- 
tion, a ringing alarm joins the flash- 
ing alarm after 5 min. It awakens a 
sleeper gently and silently. 

It has luminous hands and dial. It 

is available in antique white and buck- 
skin beige. 
Price, $11.95. It will be offered to con- 
sumers on a 14 day home trial basis. 
Westclox Div., General Time Corp., 
La Salle, Ill. 
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SESSIONS Announces a Built-in Wall Clock 


The Sessions Clock Co. introduces 
“Custom-Bilt”, electric wall clock. 

“Custom-Bilt” fits into standard 
4 in. octagonal electric junction box 
and can be used anywhere for re- 
modeling or for new construction; in 
plaster, wood or dry walls; in homes, 
both permanent and mobile; in offi- 
ces; stores, etc. 

Matching hour markers, hands and 
center disc are available in the most 






SESSIONS ''CUSTOM-BILT'' LEFT WITH BUTTON MARKERS; RIGHT WITH BARS 


popular decorator finishes, such as 
bright brass, antique black and spray 
gold. Hour markers are available in 
2 styles: 14 in. half-oval bars and ? in. 
diam. buttons, which can be arranged 
in round, square or rectangular de- 
sign in 8, 10 or 12 in. diams., in pol- 
ished brass, antique black or spray 
gold. 

Price, $12.95. The Sessions Clock Co., 
Forestville, Conn. 
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SUNBEAM Rug Cleaner- 
Floor Conditioner 


A new super-brush rug cleaner- 
floor conditioner No. 640 automat- 
ically dispenses liquid waxes, floor 
and rug cleaners. The single-brush 
unit scrubs, waxes, polishes, buffs, 
cleans rugs. A special recessed hous- 
ing enables the conditioner to be 
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maneuvered into hard-to-reach places. 
An automatic guide control gives 
smooth, effortless performance. A 
Sunbeam motor drives brush at 500 
rpm. It has a handle switch and off- 
brush storage. 
Price, $29.95 with nylon reversible 
scrubbing pad, felt buffing pad and 
adjustable rug cleaner attachment. 
Dispenser attachment of 114-qt. ca- 
pacity, optional, $2.95. A deluxe mod- 
el is also available at $59.95. Sun- 
beam Corp., 5600 W. Roosevelt Rd., 
Chicago 50. 


through-the-wall installation. Includ- 
ed are 2 heat pumps, 1-hp and 2-hp, 
and 2 portable dehumidifiers 1/6-hp 
and 1/5-hp. 

Prices from $249.95 to $495.95. Emer- 
son Electric Co., 8100 Florissant, St. 
Louis 36. 














EMERSON ELECTRIC 
Air Conditioners 


Emerson Electric 1961 Northwind 
air conditioners include 144-hp, 214- 
hp units and a 1-hp 7\4%amp unit. 
They retain many features of 1960 
line in a wider choice of units. 114- 
hp unit delivers 12,000 Btu; 214-hp, 
22,000 Btu. All have 2-speed blower; 
sound-proofing; adaptable for 





CORY 1961 Electric Giftwares 


Cory had added 2 new appliances 

to its gift-appliance line: a charcoal 
and satin-silver Compact electric can 
opener, No. DCCS, and 2 new Golden 
Galaxy food & beverage server- 
warmers. 
The new can opener is a table or wall 
model, only 814 in. high, and fills a 
growing need for decor-type color 
combinations in kitchen appliances. 
The housing is charcoal with a satin- 
silvertone faceplate. It has _heat- 
treated stainless steel drive and cut- 
ting wheels; a special stainless metal 
magnet, chromeplated metal handle; 
brush-type lubricated motor; cord 
CORY SERVER-WARMER, DHWI12 





storage space in back of housing. 
The food and beverage server-warmers 
can be used for hot beverages, hot 
foods, cold buffet, etc. They feature 
an electric hot tile which maintains 
a 200-deg. surface temperature. 
The deep compartments can be 
used for snacks, cheeses, canapes, 
hors d’oeuvres. The tray-like bases 
are of hand-rubbed, solid walnut. 
Prices, DCCS, can opener, $24.95; 
DHW12, $24.95 and DTH, $16.95. 
Cory Corp., 3200 W. Peterson, Chi- 
cago 45. 
CORY COMPACT, DCCS 




























DU MONT... 


Franchised Du Mont dealers rate Du Mont first for freedom from 
price-cutting competition and for full profit margins. Many dealers 
report as much profit on one Du Mont as on several other sets. Why? 
Because the number of franchises is limited in every market... giving 
each dealer a “profit exclusive”. . . with maximum sales potential. 


Du Mont quality, too, is top-rated by Du Mont dealers. Every cabinet 
is authentically styled in certified genuine hardwoods. Du Mont’s hand- 
wired chassis and super-rated parts save dealers countless dollars on 
service calls...and build a following of loyal Du Mont customers. 


Rated First by dealers... 


Mort Farr, owner of Mort Farr’s, Upper 
Darby, Pennsylvania. “I am happy to 
associate myself again with the products 
carrying this proud name. The sets per- 
form beautifully, and your present lim- 
ited distribution policy is attractive to a 
dealer such as myself, as it enables us to 
make a legitimate profit on every sale”. 
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Rated First by consumers... 


Hundreds of letters from customers 
across the country praise Du Mont as... 
“the best picture and sound of any set 
we’ve seen anywhere...and the cabinet 
is the most beautiful piece of furniture 
in my living room. I don’t think there’s 
another television set that can compare 
with our beautiful new Du Mont”. 
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Rated First by TV service organizations... 


A typical report from a leading service 
organization: “We find Du Mont unusual 
in its freedom from service problems. 
When we do have a Du Mont call, it’s 
usually a short and simple job that can 
be handled right on the spot to the cus- 
tomer’s satisfaction. Du Mont’s hand- 
wired chassis is the easiest to service’”’. 
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TOASTMASTER Coffeemaker 


An easy-to-clean stainless steel 
coffeemaker is announced by Toast- 
master. It has a 4- to 12-cup ca- 
pacity. Fully automatic, it shuts off 
and keeps coffee at proper drinking 
temperature for hours. The “flavor 
selector” sets the coffeemaker to 
brew coffee to any strength desired. 

Features include a stainless steel 
well; “flavor dome” and ‘geyser ac- 
tion” pump. The “geyser action” 
pump throws a faster stream of per- 





fect temperature water into the 
specially designed, stainless steel 
“flavor dome” which distributes 
water more evenly over the ground 
coffee. 

Other features are a Bakelite han- 
dle which protects fingers and a 
decorative Bakelite lid knob. 

Price, No. 5E1, $27.95. Toastmaster, 
Div. McGraw-Edison Co., Elgin, IU. 











BERNS AIR KING 
“‘Charcoalectric”’ 


In addition to deluxe electric ro- 
tisserie features, this Holliwood unit 
is engineered to allow use of real 
charcoal briquettes indoors with no 
smoke, odors or igniting fluids. 

Smoke and odors are exhausted by 
a built-in blower and carried out of 
cooking area through a fire-resistant 
flexible accordion-type exhaust hose. 
Hose attaches to adjustable window 
panels which are included with unit 
or unit can be window-mounted on 
special panels and then hose isn’t 
needed. 

Electric rod element ignites char- 
coal at touch of button. Entire unit 
is pushbutton operated. Charcoal 
briquettes are held in rack which 
adjusts to control heat intensity. 
Charcoal ash is caught in a remov- 
able tray. Adjustable spit holds 
roasts, fowl, ribs or other foods for 
barbecuing up to 10 lbs. For grill- 





ing, a large flip-type rack holds 
steaks, chops, hamburgers. Rack 
flips over eliminating need to manu- 
ally turn broiling foods. 

Price: $99.50. Berns Air King Corp., 
Holliwood Appliance Div., 3050 N. 
Rockwell St., Chicago 18. 











HOOVER Announces 
3 Cleaners 


Three new 1961 vacuum cleaners 
are announced by Hoover. 
Deluxe Convertible has 2-speed motor 
with “automatic” shift; conversion 
for cleaning tools; nylon brushes; 
to make convertible a 2-in-1 cleaner, 
tip cleaner forward and slip conver- 
ter into place at rear to use various 
tools. 
Convertible Special has same motor 
and rear conversion as deluxe model 
without dirt finder headlamp, muffler 
in bag support tube, vinyl outer 
jacket with snaps instead of zipper. 





Constellation canister “walks on air”: 
needs no wheels or runners; moves 
without tug or pull, weighs 141% lbs. 
Aluminum attachments add _ light 
feel. 
New tool caddy, a plastic tool holder, 
is attached to cleaner base. Tools are 
carried “piggy-back” in caddy, which 
clamps flexible hose into position so 
tools and hose can be carried con- 
veniently. 

Combination rug and floor nozzle 
lies flat on (floor and_ cleans 


under low furniture, combining a 
floating brush and vinyl fingers for 
carpeting and bare floors. The Hoo- 
ver Co., North Canton, Ohio. 
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| THE NORMANDY 23 « Television and Stereophonic High Fidelity Home Entertainment Center 


* 23-inch* television * deluxe Garrard record changer * 40 watt dual channel amplifier » simulcast FM/AM radio 


* Authentic French Provincial Lowboy in genuine Fruitwood. $750 in most areas. 


America’s Most Profitable Franchise 


680 Fifth Avenue, New York 19, N.Y. 


A Division of Famerson Radio 
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Write, Wire or Phone for Details on 


DU MONT TELEVISION 






A Model For Every Prospect, 








From $198 to $1250 in most areas 

























and Home Entertainment Centers. 


*overall diagonal measurement 


FIRST WITH THE FINEST IN TELEVISION 








Featuring 38 Models in 19”, 21”, 24”, and 27” 
TV, Color TV, Stereo High Fidelity Consoles 
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HANDY-HANNAH Hair Dryer 


No. 120 hair dryer has roomy 
hood to dry hair quickly with choice 
of warm or cool heats ; 120v, ac, 450w. 
Price $14.95. Handy-Hannah Prod- 
ucts Corp., Whitman, Mass. 





KENNY Traverse Rod 

The Kenny electric traverse rod 
ET-1 is a completely integrated re- 
mote drapery control System which 


provides effortless, completely elec- 
tric remote drapery _ positioning 


without the use of cords, cables, 
chains or belts, at touch of a button. 

Remote control switches can be 
situated up to 250 ft. away. Up to 6 
draperies may be controlled from a 
single station. 

It is controlled with 24v low volt- 
age current and all electrical cordage 
can be concealed within the walls 
or ceiling. Gold or platinum ano- 
dized or white baked-enamel fin- 
ish are available. It is designed to 
handle draperies of light, medium, 
or heavy weight providing the drap- 
ery heading is not too bulky or not 
too stiff. 

Features include self-lubricating 
nylon bearings; positive action sub- 
miniature adjustable limit switches 
that automatically stop draperies at 
any position desired—open or closed. 
Kenny Mfg. Co., 609 Wellingtom 
Ave., Cranston 10, R. I. 


THERMO TRAY Hot Tray 


No. T-52 has rigid plastic foam 
construction for heat insulation. 
Styled by Russell Wright, it fea- 
tures embossed heat-wave pattern on 
anodized aluminum surface, walnut 
handles, and comes in silver or gold. 
Overall size is 21x12 in. and it weighs 
less than 2 lbs.; 130w. Heated sur- 
face areas 1714%x12 in. Price $17.95. 
Cornwall Corp., 48 Wareham St., 
Boston 18, Mass. 





Selective Franchising 


means more profit for you 


Carrier Room Air Conditioner Dealerships are sensibly 
distributed with an eye to the business available. Selective 
franchising gives you a fair chance at a profitable volume 
of sales, and helps assure you of profitable prices. 


Quality Control 


helps you keep that profit 


You and your customers can both be assured of over-all 
Carrier quality and dependability, thanks to Carrier’s out- 
standing quality control program. Fewer complaints and 


profit-eating call-backs. 


Weather-Armor Finish 


builds repeat business 


One example of extra Carrier quality, Weather-Armor pro- 
tects the critical 75% of the unit exposed to the weather. 
Result: longer life . . . greater customer satisfaction! 





To find out more about the advantages of the room unit Carrier franchise, includ- 
ing the extra profit pluses of a really complete line (5600 BTU to 20,000 BTU) 
... the finest financing plan in the industry . .. and the powerful sales tools avail- 


able .. 


Conditioning Company, Syracuse 1, New York. 


. Call your Carrier Distributor, listed in the Yellow Pages. Carrier Air 


Air Conditioning Company 





FRESH’ND-AIRE 
Portable Heaters 


Two Fresh’nd-Aire automatic 
heaters feature Stereo-Heat for full 
dimensional sunshine warmth every- 
where—at push of button. These new 
heaters are decorator-designed to 
blend. with any decor; suitable for 
living rooms, bedrooms, bathrooms, 
basements, studies, dens, breezeways. 
No. HD-351, left, aims the instant 
Stereo-Heat at an angle on its swivel 
mounting from horizontal to verti- 
cal; push a button for your choice of 
radiant and fan-forced, convection 
hi-heat (1650w) or lo-heat (1350w). 
An automatic thermostat keeps it at 
warmth desired; giant black-heat 
ribbon elements; parabolic reflec- 
tors; big blower-wheel fan; hidden 
safety tip-over switch, chrome han- 
dles, steel legs and iridescent grey 
cabinet. 

No. HD-301, right, pushbutton model 
with giant ribbon elements; black- 
heat elements; parabolic reflectors; 
big blower-wheel fan; provides 
radiant and fan-forced convection 
hi-heat or lo-heat; features duo- 
wattage (1320 and 1650w) automat- 
ic thermostat; hidden safety tip- 
over switch, handles, footed legs, 
sable beige cabinet. 

Prices, No. HD-351, $39.95; No. HD- 
301, $29.95. Fresh’nd-Aire by Cory 
Corp., 3200 W. Peterson, Chicago 45. 





TOP STAR Shaver 

A precision-made Swiss shaver 
with a pop-up long hair trimmer for 
legs and trimming necks between 
haircuts has 6-speed control, inter- 
changeable cadmium-nickel head. 
Price $10.95. Distributed in U. S. by 
Oxford Distributing Corp., 56 W. 
45 St., New York 36. 
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The 





T-13 Tiny pocket portable with big set sound. 
$24.95 





T-41U  Slim-line set provides sparkling standard 
broadcast and shortwave performance. (T-41M, 
AM and marine band.) $49.95 








T-66 Most extraordinary 3-band transistor set 
ever offered. AM/shortwave/marine. $74.95 


ous 


peel 





T-70U Totable transistor radio provides con- 
sole-like standard broadcast/shortwave perform- 
ance. (T-70M, AM and marine band.) $59.95 


THE “PORTALARM” 


TINY NEW 7-JEWEL 
WATCH ALARM RADIO 


6 TRANSISTORS PLUS 1 DIODE 


Exquisite as a jewel, unique in performance. 
Just about the size of a pack of cigarettes, 
“PORTALARM” combines a powerful, high- 
performance transistor radio plus a 7-jewel 
watch which automatically turns the radio on 
or off. Select station, set watch, and you wake 
up to your favorite morning program. Or, you 
go to bed, fall asleep, and know that the 
“PORTALARM” automatically turns itself off 
within the hour. A tremendous promotional 
item, “PORTALARM” is certain to be a sales 
leader for all Matsushita dealers. Model T-92. 
Weight: 742 oz. (complete with 6-volt battery). 
Dimensions: 3%” x 242” x 1¥%6”. Color: Black 
and gold $49.95 
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The Switch 1 to 


MATSUSHITA 


ine You Can Live With Happily! 


®@ Realistic prices that move merchandise, protected to guarantee 
your margin. 


@ Limited number of selected quality dealers in each market. 


@ The finest transistor sets you or your customers ever heard. 
Absolutely unmatched component-for-component, 
circuitry-for-circuitry, sound-for-sound, or dollar-for-dollar. 


Yes, the switch is to Matsushita because it’s the line 
that smart, keen buyers recognize as the one on which 
they can build a healthy business—with a real future. 


Matsushita Expands Its Highly Successful Initial Group Of 
Transistor Radios. Introduces Entirely New Group Of Products, 
Each A Signal Advancement In Styling And Performance. 




































1-30 Finest AM/FM transistor set you ever 
heard! $79.95 





T-22U. AM/short wave set featuring magic 
“meter” tuning. (T-22M, AM and a 





DT-495 Totable set combines portability with 
wonderful performance. $34.95 





T-50 Pocket portable of outstanding tonal 
quality. $29.95 





BU-730 Unquestionably, one of the most sensa- 
tionally performing AM/FM table models. Fi- 
delity and purity of tone are unique. $59.95 


Prices slightly higher in 
western states, Hawaii and Canada. 


MATSUSHITA 


ELECTRIC CORPORATION OF AMERICA 
41 E. 42nd St., New York 17, N.Y. Phone: MU 2-6244 




























YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW! RCA WHIRLPOOL 12 CU. FT. REFRIGERATOR-FREEZER 


















































Model HS-12TCM 


with exclusive IceMagic 





...the feature 


everyone wants at 


LOWEST 
PRICE 
EVER 








NOW! YOU CAN SELL THE “PERFECT” COMBINATION 
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New 12 cu. ft. No-Frost 
at new low price! 


Model HI-12T ends trouble- 
some frost problems forever 
... because all frost-gathering 
coils are located outside the 
food storage areas of both re- 
frigerator and freezer. Practi- 
cally every other feature wom- 
en want, too... and smart 
styling with built-in look. 


Complete line of chest 
and upright freezers 


Designed to meet the needs of 
today’s families ... with many 
exclusive features and built-in 
precision quality to give you 
a powerful selling story. Both 
uprights and chests in various 
capacities. 





...today’s most-wanted size with 
today’s “most-wanted” feature! 


To satisfy the ever-growing demand for this capacity size, and make 
your selling even easier, we have added one of the top RCA WHIRLPOOL 
refrigerator-freezer features to the 12 cu. ft. model HS-12TCM... at 
the lowest price ever! Here’s a really-big value with ’most every 
feature of a fine refrigerator-freezer plus the remarkable IceMagic® 
ice maker that automatically replaces and stores every cube used. A 
powerful “extra” that swings many a sale! Two other 12 cu. ft. 
models . . . HI-12T No-Frost, and low-cost HS-12T with automatic 
defrost .. . give you a complete step-up story to cover the wants of 
this biggest-volume market. Ask your distributor about these big 
sellers ...and all other RCA WHIRLPOOL refrigerator-freezers. 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


a 





CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


Use of trademarks (9 ond RCA authorized by trodemork owner Radio Corporation of America 
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VESTA Built-In Oven 


An 18-in. electric built-in’ single 
oven, No. 22.528E, features change- 
able color panels (brush chrome, lime, 
blush pink, buttercup, white or cop- 
pertone porcelain enamel), also a re- 
movable door. 

Control and oven frame panels 
(on oven window model) snap off 
and on ‘easily. The no-fog window 
offers full*view of oven interior. A 
modern grille design complements 
the various colors, and a comparable 








HAMILTON BEACH Cleaner 


“Port-A-Vac” may be operated as 
an upright or lightweight portable. 

With the chrome handle attached, 
cleaner rolls over rugs and carpet- 
ing. Cleaning under furniture is ac- 
complished by rotating handle and 
lowering cleaner. The nozzle is flat 
on the surface to be cleaned. 

It stores in any corner; is small 
enough to store on a hook. With 
chrome handle removed it becomes 
a portable cleaner with strap handle. 
A specially designed Dispos-A-Bag 
with plastic throat holds dirt; 5- 
year guarantee on all repairs, labor; 
except cord set. 

Price, $29.95; with attachments, 
$32.95. Hamilton Beach Div. Scovill 
Mfg. Co., Racine, Wis. 
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design effect has been achieved in 
upper control panel. A plain door 
model is also available. 

Other features include a Broilo- 
stat control with variable settings 
over a wide range of heat intensity, 
making single-level broiling possible 
with oven racks in any position; a 
2-piece smokeless broiler pan with 
easy-to-clean porcelain drip pan; 
non-tilt plated oven racks; a 3-spit 
rotisserie; an automatic cook-timer 
at eye-level; minute-minder and an 
exterior oven light switch. The oven 
door, interior racks, and Direct-O- 
Ray reflector above broil unit are 
removable for cleaning. Lower, 
hinge-type baking element can be 
lifted easily. 


The oven is self-vented and has 
Fiberglas insulation throughout. 
Vesta, Athens Stove Works, Inc., 


Athens, Tenn. 





BVI Can Opener 


Heavy-duty construction, safety 
features and a built-in bottle opener 
are combined with fully automatic 
operations and “blue point” cutting 
action in new BVI deluxe No. N-575 
electric can opener. 

It has a die-cast metal housing, re- 
placeable, removable cutting blade. 
Cutting action opens square cans. It 
grips, pierces, smooths edges of all 
can sizes and shapes; automatically 
shuts itself off. Cutting action can- 
not start until can is inserted. A 
hinged magnet holds lid and tilts 
back to allow liquids to drain back 
into can without. dripping. 

White refrigerator finish with 
contrasting satin anodized alumi- 
num front panel. 

Price: “under $25.” Burgess Vibro- 
crafters, Inc., Grayslake, IIl. 

















PACKAGED TO GO....Stereo’s first home demonstrator 








Walk in to new business with the 
Bell Portable Stereo Playback System 


A HUNDRED PROFIT OPPORTUNITIES 
Now you can demonstrate stereo in 
prospects’ homes as well as in your 
store. Now you can sell professional 
quality stereo in a package for Homes, 
Schools, Dance Studios, Clubs, Public 
Address, Auctions and unlimited other 
applications. 

A COMPLETE PORTABLE STEREO SYSTEM 
Bell Stereo Amplifier with Speaker, and 
Detachable Matching Speaker, are one 
convenient unit. Bell stereo tape trans- 
port, in matching carrying case, com- 
pletes the system . . . everything you 
need for stereo recording, monitoring 
and playback. 

BELL QUALITY AT POPULAR PRICE 
Amplifier is latest Béll Model 2418 
2-channel, 30 watt stereo amplifier with 
all needed features. Ideal for a porta- 
ble playback system. Its beauty, easy 
operation and fine performance also 


make it the perfect demonstrator to 
introduce Bell’s complete component 
line. Speakers are matched 8” units. 
Your cost, for the complete playback 
unit, only $120...($126.65 in West). 
AND A NEW SELLING PLAN FOR YOU 
Your Bell distributor has the complete 
promotion package ready to get you 
immediate sales. To start, Bell wiil 
make 200 sales calls for you, without 
a cent of cost. For quickest action, 
phone your Bell distributor, today, or 
write us. 





BELL’S PLAN WILL 
PRODUCE IMMEDIATE SALES. 


oll SOUND DIVISION 


THOMPSON RAMO WOOLDRIDGE INC. JX 
Columbus 7, Ohio, 
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SUB-ZERO 1961 
Refrigerators 


The 1961 line of Sub-Zero built-in 
refrigerators consists of 13 models. 

Features include streamlined ex- 
teriors; automatic defrosting; all 
models are self-venting—no special 
kitchen cabinets are needed, no spe- 
cial refrigeration “hook-up” is re- 
quired; removable front panels are 
easily removed and replaced with 
other decor materials. 
No. 130BIRF-1 Deluxe combination 
refrigerator-freezer is an “over-and- 
under” type refrigerator-freezer that 
has an 11.7-cu.-ft. refrigerator ca- 
pacity; freezer, 6.5 cu. ft. or 228 
Ibs. frozen food. It is free-standing 
with flanged front edges; self-con- 


tained and self-venting; each section 
has a separate compressor and ad- 
justable temperature control. 

No. 160BIF-1 Deluxe, a single frost- 
free freezer, has a 13-cu.-ft. capaci- 
ty, or 455 Ibs. food; it has flanged 
front edges, is self-contained and 
self-venting; and has adjustable 
temperature control. 

Both above models have an auto- 
matic ice cube maker; handy swing- 
out storage basket; and automatic 
self-defrost. 

The line of 13 models includes 
“over-and-under,” “side-by-side,” and 
separately located models. 

Capacities range from 9.5 to 16.9 
cu. ft. with freezers from 4 to 14 
cu. ft. 

All models are available in stand- 
ard colors of white, pink, yellow and 
green. (Coppertone, copper deluxe, 
stainless steel and unfinished woods 


are available extra.) Sub-Zero 


Freezer Co., Inc., Madison, Wis. 
NO. 130BIRF-1 DELUXE COMBINATION 

















People are funny about hats—but not about FANS! 


Nosirree! You know yourself that the same people 
who plunk down cold cash for a hat on a whim will 
march from store to store to get the fan they want. 

That’s why it’s just good sense to stock General 
the most complete line in the busi- 
ness. You can choose the fans you need. People know 
and respect the General Electric name. They know 
they are getting quality and dependable service. 
And, General Electric’s Written Warranty gives you 
extra selling power—extra servicing benefits. 


Electric Fans 


No wonder 7 out of 10 prospective fan customers 





General Electric Co 


May 1958, 67% 





reported to a fan survey that they preferred General 
Electric Fans.* See your General Electric Distrib- 
utor today! Be sure to get his offer on 3 new special 
fans at new low, low prices. 


Automatic Blanket & Fan Dept., Bridgeport 2, Conn 


*In a national survey of 13,438 adults by Daniel Starch and staff, reported in 
of those who mentioned a specific brand stated a preference 
for General Electric Fans 


Progress /s Our Most Important Product 


GENERAL €@ ELECTRIC 
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Robins “Syl-A-Scop” provides ac- 
curate stylus examinations by mag- 
nifying the contours of a stylus and 
reflecting the image upon a large, 
illuminated ground-glass screen. No. 
SG-33 may be used with most rec- 
ord playing instruments without re- 
moving the stylus or cartridge from 
tone arm. Price, $6.75. Robins In- 
dustries Corp., Flushing 54, N. Y. 





An E-Z Glide stick No. 1 made of a 
compound -containing waxes and the 
miracle chemical CD-55 is designed 
for use on dry or steam irons and as 
a lubricant for zippers. It is stain- 
less and has a fragrant scent. Novel 
Craft Specialties, Box 208, Argo, Ill. 


Pioneer introduces a “leak-a-larm”’ 
system that helps prevent repairs to 
floors, ceilings and rugs when a 
water heater leaks. The system con- 
sists of a drip pan which is placed 
under legs of water heater. A spe- 
cially designed warning switch is ac- 
tivated by! water and is connected 
to the doorbell system. Pioneer Mfg. 
Co., 3131 San Fernando Rd., Los 
Angeles 65, Calif. 


The Harris baler bales waste paper 
into neat 16x12x42-in. bales for home 
use. It uses a 4%4-hp motor, Harvick 
Mfg. Corp., 10727 S. Garfield Ave., 
South Gate, Calif. 


Westinghouse new line of reflector 
floodlight bulbs in 6 colors are 75w 
R30, which is smaller, cooler and 
lighter than regular type reflector 
bulbs in use today. Made with a clear 
lens, they carry a suggested list of 
$1.95. Westinghouse Lamp  Div., 
Bloomfield, N. J. 


A 400w electronic dimmer switch 
for “‘mood” effects, TV viewing, etc., 
is announced by Solar Sonic De- 
vices Inc., Hicksville, N. Y. Packed 
in a colorful window box with 
mounting screws. Price, $6.95. 


Harris-Dean announces a battery 
operated ‘“‘Even-Glow” blower that 
will fire your grill, barbecue or fire- 
place. Looks like a flashlight with 
polyethylene constructed fan on one 
end; runs on 2 flashlight batteries. 
No. 160 blower, $4.95; with batteries, 
$5.35. Harris-Dean, Inc., 1029 Com- 
mercial St., Waterloo, Iowa. 
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CHROMALOX Heater 


RBH, a Chromalox radiant, high 

heat capacity, wall-mount heater of 
compact design is introduced for 
1961. It gives instant radiant 
warmth, operates automatically with 
a built-in thermostat, heats up quick- 
ly with a shockproof 750w, Chroma- 
lox element; 120 to 240v. 
Available for surface or recessed wall 
mounting in small enclosed areas such 
as bathrooms, it may be installed by 
hanging unit on the wall surface or 
recessing it in the wall between 
studs. 3 screws are needed for 
mounting in either position; no dis- 
assembling is necessary. It has a 
sturdy grille front and brushed alu- 
minum escutcheon plate; 144%4x1014x 
21% in. including grille front. Edwin 
L. Wiegand Co., 7500 Thomas Blvd., 
Pittsburgh 8, Pa. 








CALCINATOR Incinerators 


Calcinator’s 1961 line of automatic 
gas disposers consists of 3 models, 
with new ceramic lining in the sec- 
ondary combustion chamber; Cal- 
cinator “appliance look’; coppertone, 
metallic blue and white silicone 
baked-enamel finish. Calcinator Corp., 
Bay City, Mich. 








LINDSAY Water Softeners 


Lindsay’s Princess line of water 
softeners is available in 5 pastel deco- 
rator shades—pink, yellow, white, 
blue and green. 

The design and color of the Prin- 
cess line make a variety of in-house 
locations possible. Water softeners 
no longer have to be hidden. The 
Princess is 43% in. high, 23 in. 
deep, 12 in. wide. 

The Princess is fully automatic 
with its brine tank built in. Its 
heavy-gauge steel cabinet is lined 
inside and out with porcelain enamel. 
Cabinet can accommodate 1 of 3 
sized Fiberglas, corrosion-free tanks 
for the small or large family—5'%, 
8 or 10 ‘in. 

Price: $295 to $495. The Lindsay Co., 
Div., Union Tank Car Co., 1381 Mar- 
shall Ave., St. Paul 4, Minn. 





BUG-LITE Lantern 


Indoor-outdoor exterminator elec- 
trocutes all flying insects; provides 
illumination with a “day-lite’’ blue 
25AB bulb that attracts bugs. Elec- 
trically charged grids automatically 
exterminate the insects. Brass fin- 
ished lantern, corrosion-proof, 10 in. 
high, weighs 4 lbs. $19.95. Tripplite, 
133 N. Jefferson St., Chicago 6. 









MARATHON 
Water Heater 


W. L. Jackson Co., of Chattanooga, 
Tenn., announces the “Marathon,” a 
heavy-duty electric water heater de- 
signed to deliver long-life service 
and to supply volumes of hot water. 

The fast recovery not only- pro- 
vides for present needs, but those of 
the future as well. 

The water tank is constructed of 
',-in.-high quality steel. It is pro- 
duced in a galvanized or glass-lined 
heavy-duty tank. 

Wattages are available up to a 
maximum of 12,000w. 

Standard voltage of 236v or 208v 
are also available when requested. 

The tank carries a warranty of 25 
years. W. L. Jackson Mfg. Co., Inc., 
Box 190, Chattanooga, Tenn. 
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You get MORE out of the line 
because there's MORE in it! 


More Profit... More Features...More Quality 





“SPECIAL 16” 
AMERICA’S HOTTEST VALUE--REALLY PULLS 'EM IN 





LOOK FOR THE... 


BIG Difference! 


That’s right! We are different. Instead of 
taking quality and features out—we’ve put 
more of them in—and still kept the prices 





down. 


Look over our two “Sweet 16’s’”’ and com- 
pare. You’ll see what we mean. 


THE MARQUETTE CORPORATION 


Minneapolis 14, Minnesota 


*Trade mark registered 
Marshall-Wells Co. Licensor 





Profit’’ Selling. 


cHest rreeze 


Are you looking for a 
line that gives you 
MORE to offer your 
customers—yet your 
prices are kept low? 


Switch to Marquette- 
Zenith ‘‘Protected 








TWO “16” COMBINATIONS 
FROM MARQUETTE-Zé4774/"" 























auTOMA TC 
WASHERS WASHERS AND CONVERS 


Write or wire for full details—Marquette-Zenith Franchise Division e307 East Hennepin, Minneapolis 14, Minnesota FEderal 9-9121 
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MOTOROLA Adds to TV Line 


Motorola adds 8 new TV sets, in- 
cluding 6 19-in. models and 2 23-in. 
units according to a recent announce- 
ment. The sets extend the company’s 
1961 line to 29 console and con- 
solettes and 13 table models and 
portables. 

No. 23T4, a 23-in. table set with 
hand-wired, transformer-powered, 
horizontal chassis, delivers 23,000v. 
picture power plus 200v video drive. 
A tube sentry system gives added 
life to premium-rated tubes. Other 
features include frame grid tuner; 
double gated agc; newly developed 
double clipper circuit; 3-stage IF; 
and an adjustable noise gate control 


for fringe reception. Comes in 
brown-colored hardboard cabinet. 
No. 23T5, 23-in. table model, has 
same chassis plus a 4-wafer frame 
grid tuner with greater pulling 
power. 

Other features include a tone con- 
trol; lighted channel indicator and 
a variety of finishes including ma- 
hogany, blond, biscayne walnut, cher- 
rywood and walnut. 

Both are available with ‘“cabi- 

nettes” to transform them into 
simulated consoles in Danish low- 
boy, Early American in 5 finishes or 
a bookshelf design with casters 
which adds modern utility to new 
styling. 
The 19-in. models have the same 
chassis as the 23-in. units except 
that the high voltage and deflection 
circuits are designed for a 19-in. 
picture tube. 


No. 19T11CH has a charcoal-finished 
metal cabinet. 

No. 19T12-1 and 2 are similar ex- 
cept for olive green or sky blue 
finishes. 

No. 19F13 and 14 each are available 
with 2 different finishes: antique 
white or taupe for the 13s; grained 
walnut or grained cherrywood for 
14s. Other features include a 4- 
wafer tuner and lighted dial indi- 
cator. 

No. 19T8 is a compact 19-in. unit 
with Golden Satellite to turn set on 
or off; changes channels, adjusts 
volume or mutes sound from across 
the room. These sets come in metal 
cabinets with charcoal, white, taupe, 
grained cherrywood or grained wal- 
nut finishes. 

The new 19-in. portable model in 
black and tan is similar to 19P3 
with a lighted dial indicator. 











MOTOROLA AI9T8 


Prices, from $169.95 for manually 
tuned units to $269.95 for fully au- 
tomatic, 4-function remote control 
models. Motorola, Inc., 4545 W. Au- 
gusta Blwd., Chicago 51. 








No. KA960 is 19-in. 3-way TV, 

radio-stereo phono in 3 finishes: ma- 
hogany, oak and walnut. It has 4- 
speed automatic changer, AM radio, 
hand-wired transformer chassis, 
aluminized picture tube; tilted re- 
movable filter glass. 
Prices from $249.95 to $279.95. 
Olympic Radio & TV Div., Siegler 
Corp., 610 S. Harvard Blvd., Los 
Angeles 5. 





CALBEST Reverb-O-Plex 


A new transistorized add-on rever- 
beration system is announced by Cal- 
best. No. 603T is designed as an 
add-on unit for any radio, phono- 
graph or amplifier. Transistoriza- 
tion allows instantaneous operation 
with a minimum of heat. 

Reverb-O-Plex features a high- 
efficiency, all-transistorized ampli- 
fier (no batteries needed) and a 
speaker with a build-in hi-frequency 
propagator. Plugs into any 110-120v 
60-cycle outlet and has a single on- 
off volume control. Also has a con- 
cealed pilot light as an on-off indi- 
cator. 

Designed for simple installation, 
Reverb-O-Plex is available in walnut 
or maple cabinet. 

Price, $109.50, Calbest Electronics, 
4801 Exposition Blvd., Los Angeles 
16. 




















The best shaver 
in the world. 
Rated best for closeness. 
Rated best for speed. 
Rated best for comfort. 


(We just got rid of it.) 














The second best shaver 
in the world 
is over on the left. 
This Ronson replaced it. 


(This CFL Mark Il not only 
shaves better. It talks.) 


(And itsells.) A shaver has to be good to replace 
the best. The new multi-blade Miracle cutter 
in the CFL Mark II not only gives the quickest, 
cleanest shaves known. These new blades are 
so sensitive they amplify shaving into sound; 
Mark II talks. When it crackles, whiskers are 
coming off. When it hums, whiskers are gone. 
Customers can hear the shave. The Mark II 
was born for promotion. Display. Demonstra- 
tion. Sales. (Ronson will back a 14-day free 


home trial.) 


The CFL Mark II alone has Super-Trim. 
And Power-Clean. 

Heavily introduced in Look, TV Guide, Time, 
True, This Week and The New York Times, the 
Ronson CFL Mark II is the first honest ad- 
vance in shavers in years. $23.50 suggested 
retail price (less than the rest, for the best). 
Ronson Corporation, Woodbridge, New Jersey. 
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CONTINUED FROM PAGE 8 
can go lower “without committing 
business suicide.” 

Generally, prices in Detroit ran 
like this: 11-cubic-foot box, $180- 
$200; low-end automatic washer, 
$170-$185 with trade; gas dryer, 
$155 with trade; electric dryer, $135- 
$150 with trade. 


MIAMI—Some dealers here were look- 
ing for price breaks soon. Omar 
Stang of Coral Gables disclosed he 
had withheld orders anticipating a 
Frigidaire promotion that would 
amount to the same thing as a price 
drop. “I have some indication it’s 
going to be in April, but I’d be ready 
for it sooner.” (A Frigidaire spokes- 


man admitted the compnay was 
readying a spring promotion, but 
said the factory didn’t interpret it 
as a price drop.) 

Bill Dennis of Allapattah Firestone 
outspokenly hoped for a price break 
soon, “in order to get the factories 
rolling again.” : 

But the consensus of half-a-dozen 
other dealers was that white goods 
tags already are low enough. How 
low? Here are some for-instances: 
Masters had a 1961 Hotpoint “six- 
cycle” washer for $209.88; Jefferson 
Stores had a Philco two-cycle model 
for $133; Filer’s had a 1961 Frigid- 
aire WDA-61 at $199.95; and Bur- 
dine’s had a Whirlpool HS12T with 
automatic defrost for $278.88. 


Dealers Speak Out On White Goods Price Cuts 


NEW YORK—The spokesmen were 
anonymous, but the fear’s there. 
Word was that Hotpoint had spiffed 
heavily up and down its white goods 
line. And dealers said they “weren’t 
surprised” at reports that G-E had 
done the same. 

As for prices in the 10% market, 
here’s what they were advertising: 
Vim had Frigidaire two-speed, two- 
cycle washer WC160 for $199.88; 
Frigidaire DA13-60 13-cubic-foot box 
for $175; Hotpoint 13-cubic-foot 
double-door CK13A for $229.88. 
Trader Horn had a Frigidaire two- 
door, 13-cubic-foot FDA-13T-60 for 
$219. Sears had a Coldspot two-door 
11.9-cubic-footer for $199 and a Ken- 
more deluxe washer for the same. 











SENSATIONAL NEWS 


RONSON INTRODUCES REPLACEABLE CUTTING EDGES 
THAT SNAP IN AT HOME IN 10 SECONDS, 
KEEP THE MARK II “SHOW-CASE NEW.” 














Snap-in shaving screen, multi-blade cutter 
combination package, only $3 suggested retail 
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Everything that cuts gets dull. “Safety” blades get dull in a day. 
Electric shavers “dull’’ in six months or more. Now Ronson offers 
you easy “plus” business with the handy replaceable shaving 
screen and multi-blade cutter combination package. Your cus- 
tomer changes cutters at home as easily as changing a razor 
blade. It’s complete. Simple. Profitable. Promotable. The low $3 
price has big appeal. Mark II stays “show-case new.” 


RONSON CFL MARK II 


R< Lin Bo 











LOS ANGELES—Resigned. Confused. 
Those were the two dominant dealer 
reactions to possible price cuts in 
white goods. Bill Neal, manager of 
Gateway Appliance Co., said refrig- 
erator tags were down about 2%. 
But he was more worried about the 
mix than prices, pointing out that 
manufacturers, when they cut, left 
large holes in their step-up structure. 

Louis J. Schutty, owner of Chaf- 
fee’s, Hollywood, accepted his lot, 
shrugging, “The industry probably 
will have to take lower prices.” 

Lower than what? Here’s what 
they were advertising in Los An- 
geles: Dorn’s had a Philco 1961 two- 
cycle, 10-pound washer for $138.63. 
Aleck’s had a 1961 G-E TB304V, 
automatic defrost, two-door box for 
$298. 


SAN FRANCISCO—Frigidaire man 
Doug Mattauer, manager of Davies 
Appliances, Redwood City, said, “If 
prices dropped again this spring it 
shouldn’t hurt us if we get the same 
protection on our inventory we got 
last year.” Ace Ray of HiLo Appli- 
ances, Belmont, agreed he’d like to 
see a general white goods drop “if 
it’s accompanied by a lot of local 
advertising.” 

G-E dealer Dick Silva, partner in 
Gordon & Silva, San Jose, said he 
too is looking forward to a price 
drop this spring. And he expects one. 
But he hopes that any general drop 
won’t come before dealers finish un- 
loading 1960 specials or it will be 
“murder.” 

Also anticipating a drop in a month 
or two is a large San Francisco deal- 
er, who’s not worried a bit—if he 
can keep his percentage profit. “It 
would be better for us to have a drop 
across the board on a line with our 
percentage the same, than to have 
the manufacturer keep sweetening 
his line with low-end models in which 
we have no profit.” 

What were prices in the Bay 
Area? Higher than in other parts 
of the country. Here are some of the 
advertised levels: Todd’s in Oakland 
had a Hotpoint one-door, 11-cubic- 
foot box for $269.95. Friedman- 
Jacobs in Oakland had a 1961 Frigid- 
aire WDA-61 washer for $199.95, 
with matching electric DDA-61 dryer 
for $139.95. Good Housekeeping Shop 
in Oakland offered a Philco 600X 
two-cycle, two-speed washer for 
$228.88. And Gordon & Silva in San 
Jose advertised a G-E WA1059T five- 
cycle Filter Flo washer for $279.95 
with trade, dryer DA617T, $149.95. 


WASHINGTON—In this mecca of 
price advertising, dealers’ warily 
awaited the next move from manu- 
facturers. Said John Slattery of Slat- 
tery’s Appliances, “(We could cut if 
we wanted to stimulate some interest. 
But we can’t do it. At the lower 
price, we wouldn’t make any profit— 
normal or abnormal.” But Jim Ful- 
ford of Fulford-Colony Appliances 
saw prices holding, reasoning, “Even 
if we cut prices, it might not sell any 
more appliances.” 

What’re they selling for? One 
store, which bragged its recent spec- 
tacular sale was good because it sold 
only one advertised piece of mer- 
chandise, had these “bargains’’: Ad- 
miral 14.5-cubic-foot, two-door re- 
frigerator for $229; G-E Frost 
Guard, 14.8-cubic-foot, two-door box 
for $298; Whirlpool washer-dryer 
combo for $288; Norge two-speed, 
two-cycle washer for $188. 
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c and powermatic toasters 


give you 
a complete toaster 
line to sell up to 


TOASTMASTER 3-SLICE 
POWERMATIC TOASTER. 
Finest toaster made today! Pro- 
vides 50% extra toasting ca- 
pacity for larger families. Ex- 
clusive Powermatic action lowers 
toast fast and automatically . . . 
there's no lever to push. Versa- 
tile—makes 1, 2, or 3 slices at 
a time as needed. Exclusive 
toast control dial permits inter- 
ruption of toasting at any point 
in cycle. Self-adjusting Super- 
flex Timer. Model 1C 4, $34.95*. 


TOASTMASTER 3-SLICE 
AUTOMATIC TOASTER. 
A handsome 3-slice toaster for 
the larger family, priced slightly 
lower than the powermatic 
model. It’s automatic—lever op- 
erated. Superflex Timer. Extra 
large, extra-cool bakelite han- 
dies. Model 1C5, $29.95*. 


TOASTMASTER 2-SLICE COM- 
PACT AUTOMATIC TOASTER. 
A space saver .. . 30% smaller 
than the average toaster. De- 
signed especially for the family 
on a budget, or for homes that 
have less space on shelf, coun- 
ter or table. Equipped with 
Self-adjusting Superflex timer. 
Makes perfsct toast every time. 
Model 1B21, $17.95*. 


...f0 up sales, too! 























































TOASTMASTER 2-SLICE 
POWERMATIC TOASTER. 
Same Powermatic action as the 
3-slice toaster, sized just right 
for the average family that 
wants the best. Bread lowers 
automatically. Self-adjusting 
Superflex Timer, too. Model 
1B16, $29.95*. 
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TOASTMASTER §2-SLICE 
AUTOMATIC TOASTER. 
America's favorite Gift Toaster! 
Has all the automatic features, 
but is designed for the economy- 
minded family. Superflex Timer. 
Hinged, pushbutton crumb tray. 
Model 1B24, $21.00*. 
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SELL THE COMPLETE TOASTMASTER LINE... A TOASTER FOR 
EVERY SIZE FAMILY... A TOASTER FOR EVERY BUDGET. 


You can build more toaster sales and profits by “selling 
up”’... with these outstanding trade-up features. And you 
can offer your customers a complete selection of the 
toaster brand with the unequalled quality .. . tradition 


TOASTMASTER: ~<g 
McGRAW- EDISON EDISONe 


COMPANY 


“TOASTMASTER” is a registered trademark of McGraw-Edison Co.. 


Elgin, Ill. and Oakville, Ont. © 1960 


*Recommended Retail Prices 
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IN THE INEWS 


General Electric—Herbert Riegelman, 
formerly general manager of the 
television receiver department, was 
appointed manager of a newly formed 
distribution planning operation with- 
in the radio and television division. 
Division General Manager Hershner 
Cross will act as general manager of 
the television receiver department 
until a successor to Riegelman is 
named. 


Westinghouse—Responsibility for 
Westinghouse Appliance Sales, the 
division’s distributing subsidiary, 
has been assigned to John J. Ander- 
son, marketing manager of the major 
appliance division. Heretofore, WAS 
has reported to Vice President John 
Craig. At the same time, L. G. Ber- 
ger, field sales manager for WAS, 
has been assigned to Craig’s staff 
where he will handle special assign- 
ments until his retirement in July. 
W. A. Douglass has been named to 
succeed him as field sales manager. 


Albion—D. D. Williams was named 
to the newly created position of sales 
manager-central air conditioning 
products. He had been southeastern 
regional manager for the division of 
McGraw-Edison Co. 


Westclox—E. E. (Sandy) Connell 
was named marketing services man- 
ager and David E. McConaughy was 
appointed market development man- 





Clancy 
of Ironrite 


Armitage 
of Ironrite 





a: 


Douglass 
of Westinghouse 


Riegelman 
of G-E 


ager of the division of General Time 
Corp. Connell was sales promotion 
manager and McConaughy was mar- 
ket research manager. 


lronrite, Inc.—Lee Clancy was pro- 
moted to national sales manager for 
Ironrite ironers. He formerly was 
advertising and sales promotion man- 
ager. Clay Armitage, who was as- 
sistant to Clancy, was promoted to 
advertising and _ sales promotion 
manager. 


Sylvania—James M. Hudson was ap- 
pointed district sales manager in 
Miami. He succeeds Gerald S. Butts, 
who resigned. 


Beli Sound—Harold C. Kellar was 
named sales manager for the eastern 
division of Bell Sound division of 
Thompson Ramo Wooldridge Inc. 


Amana Refrigeration Inc.—John L. 


(Lou) Bolus was named to the mar- 
ket development staff to handle mar- 
the 


ket development activities in 
Midwest. 
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In Peoria: Dealer Vs Utility 


CONTINUED FROM PAGE 8 

First, CILCO has made it clear, 
unmistakably, that it has no inten- 
tion of either getting out of mer- 
chandising or of seriously modifying 
its present admittedly aggressive 
approach to the marketplace. Bab- 
cock said, “We have sold appliances 
since we started 48 years ago, and 
we have no intention of letting any- 
one else run our business. We feel 
that an aggressive utility is a benefit 
to the market and we know that an 
aggressively merchandising utility 
does better in its main business, 
which is the sale of power.” 

Second, the facts of the general 
situation are considerably altered by 
the fact that CILCO is a combination 
utility, so the “battle of the fuels” 
doesn’t even exist. Where a utility 
is indifferent to whether a range is 
wired or piped there is no oppor- 
tunity for dealers to strike back at 
a non-cooperative utility by selling a 
competing fuel. 

Third, and _ probably decisive, 
no laws being broken by CILCO. 


On the dealer side it is a fact that 
CILCO has very few friends in the 
Peoria market. Neither of its major 
lines are distributed by local firms 
or branches. Norge comes from De- 
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catur, about 75 miles away, 
Westinghouse is sold from the In- 
dianapolis branch—and it has both 
Roper and Hardwick sewed up tight 
in Peoria. Distributors, therefore 
lean the dealer way. 


and 


CILCO does run pretty tough 
prices, particularly in that ware- 
house sale ad. That one had the 


Norge DGS260 dryer at $189.95, the 
ED400 at $99.95. The Norge AWW- 
502 washer ran at $169.95. Westing- 
house prices were $164.95 for the 
D124, $299.95 for the LBA30 and 
$419.38 for the DSM14L refrigera- 
tor. 

CILCO does not do much about 
directly aiding the dealer. There has 
been some activity with their ad-a- 
wire program, but the only financial 
advantage is a financing plan for the 
consumer. For the entire seven- 
county area, CILCO makes do with 
one dealer contact man. 

CILCO’s answer: It is our busi- 
ness and we’ll run it. We have just 
about 8% of the market and no 
single dealer would notice the dif- 
ference if we quit tomorrow. 

Dealers say: Well, maybe it won’t 
make them quit merchandising, but 
we'd be happy with less price-heavy 
advertising and a little help here 
and there and we think we'll get it. 










conference program chairman. 





Smart selling of smart people by 
smart salesmen. That’s the loaded- 


with-intellect future seen through. 


the eyes of two key speakers at San 
Diego’s annual Spring Conference 
of the Bureau of Home Appliances. 
Here’s what they told the 400 ap- 
pliance dealers and their salesmen 
who attended the meeting: 

e More college-trained customers 
will put new demands on salesmen 
and dealers, will expect profession- 
als at point of sale, prophesied Jack 
D. Sparks, Whirlpool vice president 
of marketing. 

e “There’s the ‘smart sell’ and the 
‘stupid sell,’ that’s all,” concluded 
Tyler MacDonald, executive with 
the Los Angeles advertising agency 
handling the Waste King account 
(Hixson & Jorgensen, Inc.), in his 
analysis of the way appliances will 
be sold in the future. 


Here are the specific changes that 
will come in appliance retailing, ac- 
cording to Sparks: 

“".. one out of three customers 


Whirlpool’s Jack Sparks, left, looks over notes with Bob Ascher, Home Appliance Co., 
(Picture courtesy ‘‘San Diego Evening Tribune.’’) 


Why Brains Will Pay Off 
In Tomorrow’s Sales Pitch 


will be college-trained . . . more in- 
telligent . . . more discerning shop- 
oe 

“. . she will have greater intelli- 
gence not only because of education 
but because of modern communica- 
tions . . . will expect more from re- 
tail establishments, too... 

“Customers are going to ask for 
and get quicker deliveries, better in- 
stallations, stronger warranties, bet- 
ter follow-through on every sale... 

“The appliance salesman will be 
better educated generally .. . and, as 
salesmanship becomes more respect- 
able and more profitable, it is going 
to become increasingly desirable as 
a career ... this means more com- 
petition for the worthwhile sales 
jobs. 


Psychology will be more important in 
the appliance sales future, MacDon- 
ald took a different tack. ‘“People buy 
appliances on the basis of heart and 
emotion, not on brains... the sales- 
men who use words that get emo- 
tional response—get reaction.” 









SELLING COLOR TV 
TO THE LADIES 
IN JAPAN 


Masako 


MARCH 13, 1961 


Tokugawa, 
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Color TV is traveling a rocky road in Japan and the in- 
dustry is pushing for more consumer exposure. One 
route: Special showings. Here, Matsutario Shoriki, head 
of Nippon Television Network, is thanked by Mrs. 
Japan-America 
Women’s Club, after show at NTV’s Tokyo studios. 


president of 





SAMPLE 


INTRODUCTORY 


















SOCIAIHS 


REFRIGERATOR-COOLERS 


OND $4iGiSe 


LESS ADVERTISING ALLOWANCE OF $5094 


It's America's First "Second Refrigerator’ . . . the smart, compact refrig- 
erator that millions of casual-living Americans are just waiting to buy! 
It's new! It's unusual! It's your big profit item for 1961! Full mark-up profits 
(plus traffic-building advertising) are assured through selective distribution. 
Take advantage of this soecic! 3-cooler introductory offer. Your prospects 
for Sociable Sales are unlimited. Get ready . . . buy and advertise now 

. improve your profit picture in 1961 with the Sociable! It's the only 
casual-living product with year ‘round utility! 


Here's what you get for $4459%4 

















YOUR COST SUG. RETAIL 
1 VINYL-CLAD FABRIC TEXTURED MODEL 
WITH CASTER LEGS $155.00 $232.50 
1 VINYL-CLAD WOODGRAIN MODEL 
WITH CASTER LEGS 155.00 232.50 
1 BAKED ENAMEL FINISH MODEL 
WITH STRAIGHT LEGS 





135.94 187.50 


INVOICE PRICE, F.0.B. YOUR CITY 


(West of Miss. River F.0.B. St. Louis) $445.94 $652.50 
LESS ADVERTISING ALLOWANCE OF —50.94 
YOUR NET COST 395.00 —395.00 





A PROFIT FOR YOU OF ... $257.50! 


This special introductory offer, which includes freight and advertising allowances, 
applies to initial orders only. On reorders, regular prices and F.O.B. points 
will prevail. 

*A credit of up to $50.94 will be issued to you by Beverage-Air upon receipt of 
ad tear sheet and copy of newspaper invoice showing your local rate. This adver- 
tising must be run within 30 days after receipt of coolers at your store. Beverage- 
Air supplies newspaper mats and displays free of charge. 


Ask Your Sociable Representative, or write: 


THE BEVERAGE-AIR COMPANY 


BOX 1981 SPARTANBURG, SOUTH CAROLINA 
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This index is published as a service. Every care 
is taken to make it accurate, but “ELECTRICAL 
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CAN YOU QUALIFY AS A 








Key ACCOunt? 


You can sell ACCO Power Mowers in VOLUME and at a PROFIT! 
Get ACCO-quainted with the brand-new Key ACCOunt Plan! 


American Chain & Cable Company, Inc. 





Executive Offices: Bridgeport 2, Connecticut 









ACCO POWER PRODUCTS DIVISION 


Stevens Lane, Exeter, Pennsylvania 


Export Dept: 270 Park Ave., New York 17, N. Y. 
Canadian Sales Agents: John A. Huston Co., Ltd., Toronto 10 
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CASWELL SPEARE puBLIsHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
520 N. Michigan Ave., Chicago 11, Ill., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


sHOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 68 Post St., San Francisco 4, 
Cal., DO. 2-4600. : 
PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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MERCHANDISING 
SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 
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MORE SALES— 
4 
MORE PROFITS} 
A special classification for manu- } 
facturers desiring advertising in } 
space smaller than the minimum } 
run-of-book display space. The } 
4 

4 

, 

4 

4 

4 

4 

, 
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space available in this section is 
| to & inches. 


REACH ALL BUYING INFLUENCES 
RATES————ON REQUEST 
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be sane! 


60 Years of 
Dependable 
Service! 








LIFSCHULTZ 


FAST FREIGHT 


FASTEST TO BOTH COASTS! 





ELECTRICAL MERCHANDISING WEEK 









FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest 
Month 


107 
17.7 


308 


292 


29 
72.0 


a" 


18.0+ 


358.14 
27.2+ 


64,452 





Preceding 
Month 


104 


18.0 


302 


288 


38 


7125 


100.3** 


18.34 


357.54 


29.24 


66,009 





A QUICK CHECK OF BUSINESS TRENDS 


Year 
Ago 
133 


18.1 


333 


310 


31 


96.0 


138.5** 


19.24 


342.44 


22.84 


64,020 





HOW THEY 
COMPARE 


19.5% down* 
(Dec. 1960 vs. 
Dec. 1959) 
2.2% down 
(Jan. 1961 vs. 
Jon. 1960) 


75% down 
(Dec. 1960 vs. 
Dec. 1959) 
5.8% down 


(Dec. 1960 vs. 
Dec. 1959) 


6.4% down 
(Jon. 1961 vs. 
Jon. 1960) 
25.0% down 
(Jan. 1961 vs. 
Jon. 1960) 


33.8% down 


6.3% down 
(4th qtr. 1960 vs. 
4th qtr. 1959) 


4.6% up 


(4th qtr. 1960 vs. 


4th qtr. 1959) 
19.3% up 


(4th qtr. 1960 vs. 


4th qtr. 1959) 


0.7% up 
(Jan. 1961 vs. 
Jon. 1960) 





*New index being used. Federal Reserve Bulletin, September, 1960 venereal adjusted) . 


**Figures are for week ending March 4, 1961 


+ Figures are for quarters. 


++ Federal Reserve Bulletin figures (revised). 


‘ and preceding week (revised) 





a quick cueck of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room....... 
DISHWASHERS. ............................ 
DRYERS, Clothes, Electric 
Gas 
FOOD WASTE DISPOSERS 
FREEZERS 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
oo en 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in ates 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 









Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


Wl Ve 


RS YOU 


LY THESE TWO FEATURES 


(L-STEEL RATCHET STRAP 
P TIGHTENER WITH AUTOMATIC 
“ STRAP RECOIL! 
SS. This new ratchet quickly and easily tightens strap 
» around load. When loosened, spring action aute- 
natically rewinds the strap in a neat coil, out 
& aK the way and instantly , 

‘ uy for its next use. A real ‘es 3 
time § ! ae N 4 ‘ p— 
~. THE ESGORT! 


7 y AMO mip, | 
Cr ra jm bead D 
This ESCO rT Rew allo 
you to roll The Io io’ 
up and down ‘Gib wi yo 


Pg of times ‘and oa io ip. 
A real back save: nd 
WRITE, CALL OR WIRE “J i | me 


SIVE ON THE ESCO 
TODAY = | ‘ d Qi) 
For Full Details And . = : [oe | 





EXCL 


ga 





Descriptive Literature 


STEVENS APPLIANCE | fe iia 
TRUCK CO. A) . 
DEPT. E BOX 897 &f . 
AUGUSTA, GA. 


tscort 


APPLIANCE TRUCKS 


MODEL SRT 
MODEL MRT 
Magnesium Light! 
Magnesium Strong! 


SOLD ON A MONEY-BACK GUARANTEE! 











1960 1959 % 
(Units) (Units) Change 
Dec. 61,500 47,600 +29.20 
12 Mos. 1,521,300 | 1,660,300 — 8.37 
Dec. 49 800 65,100 —23.50 
12 Mos. 559,500 547,300 + 2.23 
Jon.* 66,190 714,177 —10.77 
Jan.* 36,968 37,426 — 1.22 
Dec. 50,000 77,600 —35.57 
12 Mos. 725,500 788,600 — $.00 
Dec. 66,800 63,200 + 5.70 
12 Mos. 1,084,000 | 1,205,400 —10.04 
Dec. 419,066 562,318 —25.48 
12 Mos. 4,523,385 | 4,303,617 + 5.11 
Week Feb. 24* 218,511 195,592 +11.72 
8 Weeks* 1,505,844 | 1,568,823 — 4.01 
Dec. 2,378,853 | 1,755,027 +35.55 
12 Mos. 10,705,128 | 8,897,451 +20.32 
Week Feb. 24* 103,571 113,995 — 9.14 
8 Weeks* 810,681 | 1,029,947 —21.29 
Dec. 768,140 701,705 + 9.47 
12 Mos. 5,945,045 | 5,748,676 + 3.42 
Dec. 253,000 282,600 —10.47 
12 Mos. 3,406,000 | 3,785,000 —10.01 
Dec. 62,200 79,800 —22.06 
12 Mos.** 843,800 933,800 — 9.64 
Dec. 51,300 67,700 —24.22 
12 Mos.*** 668,700 753,000 —11.20 
Jan.* 91,600 110,900 —17.40 
Jan.* 20,200 22,690 —10.62 
Jon.* 242,515 258,330 — 6.12 
Jan.* 187,052 202,943} — 7.83 
Jon.* 41,867 51,622 —18.90 
Jan.* 6,383 13,964 —54.29 
Dec. 47,300 43,900 + 7.74 
12 Mos. 668,500 782,900 —14.61 
Dec. 181,400 192,900 — 5.9 
12 Mos. 2,661,500 | 2,953,600 — 9.89 














#1961 vs. 1960 
**includes revised Jan. and Nov. 1960 
***includes revised Nov. 1960 


MARCH 13, 1961 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 





America’s 
newest 
Electronic 

marvel. . 
The CoMPACTRON* 





It’s already in the first of 
America’s most advanced 
kind of Television Sets. 


*T_.M. of device mfr. 











TO HAVE A PUBLICATION THAT REACHES THE HEART 
OF YOUR BUSINESS ~~" 





EM Week is so 
right for the 
industry — 

in concept, 

in content, 

in coverage 


It all started your business 


(nee Electrical 


a long tame ago. Srerchandistng) 


have been going 


together since 
In fact eee childhood 


Just released 
Census report of 
And now it’s appliance-radio-tv 
official. Ii’s been dealers who have 
a love affair, but, been in business 
with the help of for more than one 
the Bureau of year, shows that 
Census, we’re 21,088 do 92.6% 
making it legal of total volume 
reported 
Take the 21,088 
dealers who do 
92.6% of the 
Remaining volume. Add 
17,545 dealers department 
add only stores. Add 
7.2% utilities. Add 
contractor- 
dealers. Add 
furniture — 
appliance stores. 





Most advertisers 
have known that 
EM Week’s 29,989 


paid dealer 
coverage was 
about right 












And? 

And EM Week’s 
big, paid audience 
of 29,989 retailers 
looks better and 
better and better. 
Right? 


And that’s no blarney! 


Re Here’s a list of the 
coverage couldn't 
get the job done. 
Any more would 


be a waste. 


Which is why we 
say that 

EM Week, alone, 
reaches the heart 
of the business 


advertisers who used 
EM WEEK in 1960 to 
reach the heart of 
the market-> 


REACHES THE . OF YOUR BUSINESS) tLECTRICAL 














HERE’S SOME OF THE ADVERTISERS 
WHO USED EM WEEK IN 1960 
TO HIT THE HEART OF 


THE APPLIANCE/TV/RADIO/HOUSEWARES 


MARKET 


Add Sales Co. 
Admiral Corp. 

Amana Refrigeration 

American Air Filter Co. 

American Audion Corp. 

American Chain & Cable, Acco Power Mowers 
American Gas Association 

American Machine & Metals, Lamb Electric Co. 
American Motors, Kelvinator Div. 


American Standard Corp., Youngstown Kitchen Div. 


American Telephone & Telegraph Co. 
Armstrong Products Corp. 
Arvin industries Inc. 
BSR (U.S.A.) Ltd. 
Ben-Hur Manufacturing Co. 
Bissell Inc. 
Blackstone Corp. 
Bionder-Tongue Laboratories, Inc. 
Borg-Warner Corp. 
Norge Division 
York Division 
Brown Stove Works 
Burgess Battery Co., Div. of Servel, Inc. 
Burgess Vibrocrafters, Inc. 
Capehart Corp. 
Carrier Corp. 
Channel Master Corp. 
Chicago Sun-Times 
Chicago Tribune 
Chrysler Corp., Airtemp Div. 
Clairtone of Canada 
Clinton Engine Co. 
Cole Electric Mfg. Co. 
Colson Equipment & Supply 
CBS, Inc., Columbia Records Div. 
Controls Co. of America 
Cords Ltd. 
Cornish Wire Co. 
Cory Corp. 
Crown Stove Works 
Culligan inc. 
Curtis Publishing Co., Ladies Home Journal 
Dearborn Stove Co. 
Dixie Products Inc. 
Dominion Electric Corp. 
The Dormeyer Corp. 
Ductless Hood Co., Inc. 
Du Mont Emerson Corp. 
Dura Corp., Moto-Mower, Inc., The, Sub. of 
Dynamics Corp. of America 
Electrical Living Show 
Electronics Inc. 
Electronic Products Corp. 
Essex Wire Corp., Cords Ltd. Div. 
Estey Corp. 
Eureka Williams Corp. 
Family Weekly Magazine 
Fast Chemical Products Corp. 
Fedders Corp. 
Flexible Tubing Corp. 
General Electric Co. 
Hotpoint Div. 
Telechron Div. 
General Motors Corp. 
Chevrolet Motor Div. 
Frigidaire Div. 
General Telephone & Electronics Corp., 
Sylvania Electric Products Inc., A Sub. 
General Time Corp., Westclox Div. 
Global Mfg. Co. Ltd. 
Graybar Electric Co. 
Hagan Chemicals & Controls, Inc., 
Calgon Co. Div. 
Hamiiton Beach Mfg. Co. 
Hamilton Mfg. Co. 
Hankscraft Co. 
Heat Controller inc. 
Hearst Publications, Good Housekeeping 
Hitachi Div., The Sampson Co. 
The Hobart Mfg. Co., KitchenAid Div. 
Hoffman Electronics Corp. 
Hoover Co. 
Hupp Corp., Gibson Refrigerator Sales Corp. 
INlinois Water Treatment Co. 
Ingraham Co. 
Johnson Publishing Co., Inc., Ebony 
Jones & Laughlin Steel Corp. 
Landers, Frary & Clark 
Lever Brothers Co. 
Lewyt Corp. 
M. Lober & Associates 
Marquette Corp. 
Magazine Advertising Bureau 
Magline inc. 
Magnavox Co. 
Magic Chef Inc. 
Majestic International Sales Corp. 
Major Industries Inc. 























Manitowoc Equipment Works 
Markel Electric Products, Inc. 
Martin Stamping & Stove 
Master Appliance Corp. 
Matsushita Electric Corp. of America 
Maytag Co., The 
McCall Corp. 
McGraw-Edison Co. 
Coolerator Div. 
Thomas A. Edison 
Metalaire Div. 
Speed Queen Div. 
Toastmaster Div. 
McGraw-Hill Book Co. 
Merchandise Mart 
The Milwaukee Journal 
Minneapolis Honeywell Regulator Co. 
Monitor Equipment Corp. 
Morphy-Richards Inc. 
Motorola Inc. 
Murray Corp. of America, 
Easy Laundry Appliances Div. 
National Cash Register Co. 
National Disposer, Div. of National Rubber 
Machinery Co. 
National Housewares Manufacturers Association 
National F,esto Industries Inc. 
New York Daily News 
Nipco Mfg. Co. 
North American Philips Co., Inc. 
Northern Electric Co. 
Organ Corp. of America 
Orr Industries Inc. 
John Oster Mfg. Co. 
Outboard Marine Corp., Lawn Boy Div. 
Pacific Mercury Corp., Thomas Organ Co. Div. 
Paragon Electric Co. 
Parents Magazine 
Pentron Corp. 
Phiico Corp. 
Phillips & Buttorff Mfg. 
Progressive Farmer 
Purex Corp., Ltd. 
Quicfrez, inc. 
Radio Corp. of America 
Readers Digest 
Regina Corp. 
Republic Steel Corp. 
Research Products Corp. 
Revco, Inc. 
Reynolds Metals Co. 
Rival Mfg. Co. 
Robbins & Myers, Inc. 
Robertshaw-Fulton Controls Co. 
Roll-A-Reel Co. 
Ronson Corp. 
George D. Roper Corp. 
Rotherm Engineering Co. 
Royal McBee Corp. 
Scovill Mfg. Co., Hamilton Beach Co. Div. 
Self-Lifting Truck Co. 
Sessions Clock Co. 
The Shetland Co. 
Siegler Corp., Olympic Radio & Television Co. 
Proctor-Silex Corp. 
Skuttle Mfg. Co. 
Son-Chief Electronics, inc. 
Sperry Rand Corp., Remington Rand Div. 
Stevens Appliance Truck 
Sunbeam Corp. 
Swing-A-Way Mfg. Co. 
Tecumseh Products Co. 
Telectrosonic Corp. 
This Week Magazine 
Thomas Organ Co. 
Thompson-Ramo-Woolridge Products Co., 
Bell Sound Div. 
Toro Mfg. Co. 
Toy Manufacturers of U. S. A. 
Triangle Publications, Inc., TV Guide Magazine 
U. S. Steel Corp. 
Uropa International Inc. 
V-M Corp. 
Wahi Clipper Corp. 
Waring Products Corp. 
Waste King Corp. 
Webb Manufacturing 
Webcor, Inc. 
Welbilt Corp. 
West Bend Aluminum Co. 
Western Tool & Stamping Co. 
Westinghouse Electric Corp. 
Whirlpool Corp. 
Whitney Enterprises, Parade Publications, Inc. Div. 
Edwin L. Wiegand Co. 
Wright Mfg. Co. 
Yeats Appliance Dolly Sales 
Zenith Radio Corp. 

































TAKING STOCK A quick look at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 
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a 
Averages of the 55 Stocks 





Weekly 




















Listed Below 
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Stocks and Dividends 


In Dollars 
NEW YORK EXCHANGE 
Admiral 
American Motors 1.20 
Arvin Ind. 1 
Borg Warner 2 
Carrier 1.60 
CBS 1.40B 
Chrysler 1A 


Decca Records 1.20 
Emerson Electric 1B 
Emerson Radio .37T 
Fedders 1B 

General Dy. 1 
General Elec. 2 
General Motors 2 
General Tel & El .76* 
Hoffman Elec. 
Hupp Corp. .25F 
Magnavox 1 

Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M .60 
Montgomery Ward 1 
Monarch .04 

Motor Wheel 1 
Motorola 1 

Murray Corp. 
Norris-Thermador 
Philco 

RCA 1B 

Raytheon 2.37T 
Rheem 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .40B 
Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Casco Pd. .35E 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 
Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 
Pentron 

Proctor-Silex 

Republic Trans. 
Telectro Ind. 


MIDWEST EXCHANGE 


Knapp-Monarch 
Trav-ler Radio 
Webcor 











6 13 2027 6 13 2 27 3 1 2 30 | 8B 
1960 Close Close Net 
High Low /|Feb. 27| Mar. 6| Change 
23%, 10 14 131/, — ¥ 
29'/2 16/2 18/ 18% + Y 
27\/2 16%, 25 25s + 
48!/, 31% 389% 40%, + 2'/5 
42\/, 27/, 42 42\/2 + VY 
45\/, 345 40 38l/, — 1% 
71% 37% 43!/, 4434 + I, 
39%, 179% 35%, 345% — & 
66!/> 33 66 74 + 8 
22'/g lV, 14 13% — % 
22 155, 21, 22 + % 
53% 33, 42\/, 42/4 oom 
997/, b/g 65 69 + 4 
557, 40'\/, 447%, 45%, a 
34\/, 243%, 28 27% — 
30, 15 19% 20% 4 
13'%, 6% 9%, 9%, 
62 31% 60% 59%, + | 
44!/, 31 42\/, 42% + VY 
45%, 28 37 40 + 3 
88 60 82 79 — 3 
55% 25'/ 33/, 33% + 
197, 11% 15V/g 16 + i; 
23% i 13 145% + 1% 
98 60!/> 86!/, 89!/, + 3 
29'/g 24% 281/4 28% + VY 
22% 17/4 18!/, 18!/ —_ 
38/4 16 204% 219% + 1 
783 46!/ 585, 57%, — 1% 
53% 30!/, 38%, 37/g — 1% 
28% 12 165% 16%, + Vp 
16% 9% 15V/e 14'/s — 1 
24'/4 14, 20 20 ai 
16% 7%, 10% 12 + 14%, 
43 235% 30% 31% + I", 
5334 29%, 33 35% + 2% 
64'/, 48! 47 49\/, + 2%, 
7%, 4 4%, 4%, _ 
65 4054 46% + 2% 
347, 22 32% 32 — 
129% 89\/g 114! 120!/, + 6 
10l/, 6% 10!/ 10 = Y% 
9%, 5%, 7V/e 7s a 
10! 5\/2 6/2 6% + % 
15 8\/, 10%, 10% ae 
6/2 3i/, 4V/, 4\/q ~ 
21% 10% 20% 19%, — * 
3% 1% 2/2 2% — 
6/4 2'/> 3% 3% + ', 
9%, 5Y/, 5! 5% + 
6, 35 5% 5 — % 
21% 11Ye 12%, 12 ha: a 
os 5% | 5%, + I, 
onion ie 6% | 6%, wie 
— — 10% 11% + | 








A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 
cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The market continued 
its rapid advance last week, despite 
mixed business news and the worsen- 
ing international situation. On the 
EM WEEK chart prices were gener- 
ally up with most losses minimal and 
some gains exceptional. Expert opin- 
ion is varied as to the market’s fu- 


ture, however most agree that a cor- 


rective ‘settling is coming up. Elec- 
tronics benefited most last week, ac- 
cording to EM WEEK’s chart. Zenith 
was up 6 pts. and Emerson Electric 
showed a gain of 8 pts. to lead the 
32 issues that reflected week-long 
gains. Of the 15 stocks that regis- 
tered losses only MMM, at minus 3 
pts., made a noticeable drop. 
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Now the Kelvinator Constant Basic Improvement program 
makes a fundamental improvement in freezers . . . the 
Foodarama Freezer! 


Instead of rearranging handles, switching interior colors and 
making changes just for change’s sake in existing freezers, 
Kelvinator engineers have designed .a freezer to provide 
greater customer convenience than ever before possible! 


The Foodarama Freezer is not just a different freezer—but 
a basically better freezer. It puts 40% more food up front. . . 
where it’s easier to see and reach, and its two doors offer 
greater accessibility. There’s no digging through endless 
packages for the food you want. 


And with its big 18.2 cu. ft. capacity, the Foodarama Freezer 





AMERICAN 
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holds 637 pounds of frozen foods in a cabinet only 41” 
wide, 63” high and 25” deep! It fits flat against walls and 
flush with cabinets, has every storage convenience and 
carries full warranty protection. 


When Kelvinator dealers advertise and promote the new and 
different Foodarama Freezer, they can be sure it will develop 
trafic and sales for them alone—znot the fellow down the 
street. And when it comes to closing, they can be sure there 
will be no shopping around or price competition. They can 
make a good profit on every sale. 


This is another example of how the CBI program helps put 
Kelvinator dealers out front . . . and in position to reach 
new high volume and profit levels! 
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